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\ Southern tailor shop advertises 
“\'en’s and Women’s Alterations,” 
but most people seem to be per- 


fectly willing to let well enough 
alone. 
v v v 
‘usay Pilsen beer is offered as| 


detetically non-fattening.” 
secins to imply that if you are stub- 
born enough to get fat on it, don’t 
blame the dietitians. 


— = F 


rhe Army and Navy seem to be} 


having a little war of their own to 
decide who’s to blame for setbacks 
1 the Pacific. Maybe they’d better 
concentrate on the Japs and decide 
later who gets the credit for the 
victories. 

vy 


“Now’s no time to flirt with con- 
tagion,” warns Dixie-Vortex, which 
doesn’t seem to be concerned about 
kissing, but only indiscriminate use 
of the common drinking cup. 


- ww F 


” 


“Smoke for pleasure,” is the dis- 
arming suggestion of Philip Morris 
for Dunhill Majors cigarets. That 
isn’t very scientific, but at least it 
ought to get by the FTC. 


er ¢ 
What ever became of those fa- 
Viennese medical men who 
used to be available for most any 
professional endorsement your 
product happened to need at the 
moment? 


nous 


vgy¥se iy 


With British media making more 
money than ever on small papers 
and little advertising, their editors 
are beginning to believe that the 
publishing Utopia has finally 
arrived. 

a ae 


Elon Borton says our job is to hit 
Hitler and muss up Mussolini, but 
Benito, after being an Axis bedfel- 
low for a few years, 
pretty thoroughly 
already. 


mussed 


_— = © 


‘he Plug Shrinkers may not like 
it, but Rough Proofs is now prepar- 
ing a wreath of hops for presenta- 
tion to Atlas Prager for its commer- 
Chi “It’s taste-elatin’, thirst- 
abatin’, the best beer in town.” 


7, vv 


new journal, Gastroenterology, | 
is to be published in January by 
Williams & Wilkins Company, 
and you may well be thankful you 
t have to read it. 


vgs? 


ere is possibly more 
ce manifested 


sales re- 


against insur- 
anc’ salesmen than in any other 
fel’ says John W. Barndollar, 
Who may never have tried being a 
sut iption book canvasser. 
oF 


T movement of workers from 


far; to cities increased from 500,- 
000 1940 to 1,000,000 in 1941, a 
cen expert says. No wonder 
they ve put headlights on tractors. 
v,vyr 

Th factory at Newcastle, Ind., 
whi used to turn out nationally 
— Hoosier kitchen cabinets, | 
—_s en taken over for other pur-| 
Dose 


Sic transit gloria mundi. 
Copy Cus. 


That | 


Behind Industry s 
War Record: Carr 


Public Must Know 
Vital Role Played by 
Free Enterprise 


(Pictures on Page 


| Hot Springs, Ark., Sept. 
|dressing the Southern 
Publishers’ Association 
Charles C. Carr, 
ager 
America, declared that the chief 
public relations task of American 
business today is to convince the 
public that the free enterprise sys- 


39) 


Newspaper 
today, 
advertising man- 


tem has been responsible for the 
ability of the nation to arm itself 
successfully for war. 

“The winning of the war,” he 
said, “does not necessarily mean 
the preservation of this system. We 
can win the war and lose our 
American way of 
life. We will 
win the war and 
make even finer 


and better a sys- 
tem which re- 
wards individual 
|initiative if we 
|recognize now 
certain forces 
which are at 
work and take 
steps to keep the 
American people 
clear as to what 
it is all about.” 

Mr. Carr referred to a_ small 
group of “‘statists” who, he said, are 
trying to do what has always failed 
before, namely, have bureaucracy 
do all the directing and controlling. 
This group is not large, even in 
government, he said, but it is com- 
posed of people who are past mast- 
ers as publicists, and who continu- 
ally get their ideas before the pub- 
lic, 


Charles C. Carr 


System in Danger 


seems to be} 
up | 


scene,” he continued, “are already 
| pointing out that paradoxically the 
enterprise system is in danger at 
| this moment because it has done an 
| incredibly efficient job 
|out the goods the military machine 
| requires, 

| “The public is conscious of 
miracle of production, 
| being constantly reminded that it 
has been done under a system 
centralized planning and control far 
|more stringent than anything ever 
imposed before. 
economic regulation are already af- 
|firming that this production 
jachievement is due to regulation 
and are suggesting that it might be 
applied with equal benefit to the 
| post-war economy.” 

| After agreeing that only govern- 
ment can plan for an all-out war, 
Mr. Carr pointed out that the great 
industries built up through indi- 
vidual enterprise, marketing and 
advertising were available for war- 

(Continued on Page 33) 


but it is also 
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CASH OFFER 


4°2 Bil; Ky 


to find out how You Like 


| 
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ia 
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Lever Bros. is testing the sales spur of 
this newspaper copy in the LaCrosse, 
Wis., market, offering any member of 
the family $1 cash for his opinion about 
either Swan or Rinso—or $2 for qualified 
opinions about both products. Young 
& Rubicam handles the Swan account, 
with Ruthrauff & Ryan agency for Rinso. 


Changes Imminent 


“ Ad Costs 


> ANA Warns Against 


Abuse of U. S. 
Ad Expense Policy 


New York, Sept. 30. rerming 
Commissioner of Internal Revenue 
|Helvering’s statement on advertis- 


ing expenditures “of inestimable 
aid to business in allaying fears and 


permitting sound planning,” Paul 
Lb. West, president, Association of 
National Advertisers, today also 
sounded a warning against any 


|concept of advertising as a means of 


violating the spirit, if not the letter, 


of the tax laws. 
“We have noted a tendency in 
some quarters on the part of over- 


zealous advertising salesmen to use 
the excess profits tax as an argu- 
ment for the expenditure of in- 
creased sums on advertising,” he as- 
serted. “I do not believe that such 
selling reflects the judgment or the 


| wishes of publishers or radio station 


in Distribution 


Wholesalers Urged 
to Weed Out 
Slow-Moving Items 


New York, Oct. 1.—With concen- 
tration of production in the drug} 
field termed “inevitable,” wholesal- 


ers and retailers were warned at 
the annual convention § of the 
National Wholesale Druggists Asso- 


ciation here this 
for far-reaching 
changes. 

E. L. Newcomb, executive 
president of the association, 
distributors to subject their 
comprising 50,000 or more items to 
careful scrutiny and to eliminate 
slow-moving items and “non-essen- 
tials.’ High-pressure selling is out 
of keeping with the times, he added. 

The merchandising problem was 
also analyzed by Lee W. Hutchins, 
retiring NWDA president, who pre- 
dicted many drug store casualties. 
The threat to retail outlets, he said, 

(Continued on Page 34) 


week to prepare 


merchandising 


vice- 
urged 
stocks 


| practice 


owners and this practice is 
much the exception. 
“Nevertheless it is to be deplored 
and discouraged as strongly as pos- 
sible. To attempt to sell advertis- 
ing on a false basis implies that the 
publication or radio station lacks 
merit We are hearing from ANA 
members about this type of solicita- 
tion and they deeply resent it. It 
is obviously an unsound business 
and has always been 
garded so. For salesmen to try 
take advantage of the situation for 
selfish gain not only does harm to 
all advertising and business, but in 
these times is wholly unpatriotic 


Sound Advertising Needed 


very 


re- 
to 


“There is plenty of occasion fot 
business to use advertising in a per- 
fectly legitimate and justifiable way, 


for advertising as an essential tool 
has new responsibilities and new 
uses for serving the ends of busi- 


ness and of the 
ical times 


nation in these crit- 
It is heartening to hear 
this fact recognized by the govern- 
ment and it is up to all of us to see 
that the privilege is not abused.” 
Commissioner Helvering’s § state- 
(Continued on Page 34) 


Last Minute News Flashes 
Feldon Joins MacFarland, Aveyard 


Chicago, Oct. 2.—O. A. (Dutch) 


Western manager of Macfadden Publications, 
and a 
Feldon had been with Macfadden for 
of Liberty, 


dent in charge of merchandising, 
yard & Co., Chicago agency. Mr. 
10 years, six as Western manager 


Feldon, who recently resigned 
has been named vice-presi- 


partner of MacFarland, Ave- 


as 


and also spent six years 


with McGraw-Hill Publishing Company. 


Santa Fe Railroad to Use Dailies, Magazines 


Chicago, Oct. 2.—The Atchison, 


Topeka & Santa Fe Railway Company 


will release next week the first campaign since its account went to Leo 


Burnett Company, 
paign will describe 


using newspapers 


Getchell General Manager 
New York, Oct. 2.—M. P. 


of J. Stirling Getchell, Inc., 


“past achievements” of the 


Francesc 


and general magazines. 
Santa Fe. 


Joins L & T 


hi, vice-president and general man- 


The cam- 


has resigned to join Lord & Thomas. 


He has been with the Getchell agency since its formation. 


Calvert Puts Emphasis on Old Drum 


New York, Oct. 2.—Calvert 
heaviest promotion ever put behind 


Distillers 


Corporation 
Old Drum whisky, 


has released the 
with a schedule 


calling for weekly insertions in 200 newspapers and painted bulletins in 


markets from coast to coast. 
lines. 


Newspaper copy runs from 250 to 1,000 
Geyer, Cornell & Newell handles the account. 


Interstate Aircraft Names Erwin, Wasey 


Los Angeles, 


Oct. 2.—The Interstate Aircraft & Engineering Company 
has appointed Erwin, Wasey & Co. to direct its account. 


H. A. Stebbins, 


executive vice-president, will be account executive. 


W ar Contractors’ Status 


Clearing Up 


Treasury Rule Helps; 
WPB, Armed Forces 
Statements Expected 


By HAL BURNETT 


Washington, D. C., Oct. 1.—War 
contractors who have found it diffi- 
cult to chart their advertising pro- 
grams amidst the eddies of am- 
biguous and_ conflicting rulings, 
statements, interpretations and opin- 
ions advertising expenditures 
emanating from Washington found 


the sailing somewhat smoother this 
week. 


on 


The Treasury Department, in 
issuing a formal, clear-cut state- 
ment of internal revenue policy 


regarding the deduction of advertis- 
ing expenses for tax purposes, 
cleared up one of the three major 
areas of confusion, while hope of 
an equally lucid policy statement 
from the War Production Board and 
the armed forces rose daily. 

The Treasury, over the signature 
of Commissioner of Internal Reve- 
nue Guy T. Helvering, consolidated 
into one formal document the state- 
ment made by Secretary Morgen- 
thau before the joint Congressional 
committee on internal revenue tax- 
ation on May 28 (ADVERTISING AGE, 
June 1 and June 8) and the Internal 
Revenue Bureau’s “question and 
answer” interpretations made _ in 
correspondence with the Association 
of National Advertisers (ApvVERTIS- 
ING AGE, Aug. 31). 


Helvering Statement Helps 


The Helvering statement (given 
in full text on Page 34 of this issue) 
recognizes formally the right of war 
contractors to maintain’ through 
advertising their trade names and 
good will and to make reasonable 
advertising investments in future 
public patronage as well as in con- 
tributions to the war effort. 

It outlines in a few short para- 
graphs all of the major factors that 
should guide a firm’s advertising 
appropriations under war condi- 
tions, and to those who through 
“unusual circumstances” cannot 
decide what the Treasury might 
term “reasonable and ordinary” it 
offers the protection of advance 
rulings. 

Hope 
and 
policy 


for an equally 
understandable statement of 

from the WPB and _ the 
armed forces was raised by a series 
of meetings this week between offi- 
cials of the Association of National 
Advertisers, who helped jell the 
Treasury’s stand, and members of 
the WPB procurement policy com- 
mittee. 


reassuring 


Some Confusion Caused 


confusion in the ad- 
and publishing industries 
over what policies would guide the 
Army, Navy and Maritime Com- 
mission price adjustment boards 
occurred this week when several 
trade associations circulated pri- 
vately copies of a “ruling” made by 
this procurement policy tommittee 
on Sept. 4, and one press service 
transmitted isolated excerpts to 
newspapers throughout the country. 

This “ruling” was in the form of 
a letter signed by Donald Nelson, 
WPB chief, and addressed to Robert 


Temporary 
vertising 


P. Patterson, Under Secretary of 
War; James V. Forrestal, Under 
Secretary of the Navy; Emory S. 


Land, chairman, Maritime Commis- 
sion; and Clifton Mack, director. 
procurement division, Treasury De- 
partment. It was accompanied by 
a memorandum signed by Houlder 
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Hudgins, acting chairman of the tion because it did not furnish who has turned his facilities entirely | * CHANGE OF PACE 

procurement policy committee, either war contractors or the price | to war production, is just as legiti- Meat Institute 

recommending that the letter be adjustment boards with sufficient mate an element of cost as main- = 

issued “to provide uniformity of guidance for uniform and fair rul- tenance of plant and equipment. Copy Breaks in 

action by the several agencies and ings on individual cases. The third “area of confusion,” Meat Loc lay: 

guidance to war contractors.” In Its provisions were that manu- that of the status of advertising 365 Newspapers 

general, it followed closely the lan- facturers working under cost-plus- | costs in “roll backs” by the Office 


fixed-fee contracts could allocate 
virtually none of their advertising 
expenditures to the cost of the con- 
tract, while price adjustment boards 


guage of the famous “green book” 
outlining allowable costs under gov- 
ernment contracts, and the language 
of Secretary Morgenthau’s May 28 


statement. Its essence was reported should follow the broad principles 
in Washington dispatches in the outlined by Secretary Morgenthau 
Sept. 14 and Sept. 21 issues of on May 28. It also held that adver- 
ADVERTISING AGE. tisers converted entirely to war 
_ production need spend less on 
Hope for New Statement advertising than those who have 
This statement has now been held goods to sell. 
up by the Office of War Informa- Its principal weakness was that 
it gave no definite yardsticks to 


guide field administration, while it 


drew too sharp a distinction be- 
tween the regulations governing 
fixed price and “cost plus” con- 
tracts. 


Recognizes Goodwill Values 


A new ruling by the procurement 
policy committee, it was hoped, 
would require procurement officers 
and price adjustment boards to fol- 
low the principles of the Helvering 
statement, and recognize that a cer- 
tain amount of institutional adver- 
tising to keep alive good will and| 
brand names by a manufacturer 


WFDF Flint 
credit to that blockhead!” 


“Imagine Mich. giving 


of Price Administration, was cleared 
up by OPA Administrator Leon 
Henderson when he informed Rep 


H. P. Fulmer, chairman of the 
House committee on agriculture, 
that “normal advertising layouts 


were considered costs” in the inves- 
tigation of the margins of the three 
largest soap companies. Mr. Hen- 
derson at that time indicated that 
any policy that might result in 
“destruction of advertising’’ was 
beyond the authority or the inclina- 
tion of his office. (ADVERTISING AGE, 
Sept. 7.) 


RCA Sponsors Newscasts 

RCA Mfg. Company, 
N. J., has contracted for 
Latin American 


Camden, 
a series of 
newscasts, begin- 
ning Oct. 1. Using Associated Press 
news, the programs will be heard 
over Radio Nacional, Rio de Janeiro; 
Radio El Mundo, Buenos Aijres, 
Radio Nacional de Agriculture, San- 
tiago; XEQ, Mexico City; and CMQ- 
COCQ, Havana. The purpose of the 
program, besides bringing accurate 
news, to explain why Victor 
products can no longer be bought. 


Is 


., HER DAD RUNS A 
BoomTown AVIATION SCHOOL 


Cline is a “BOOM 

14 FUTURE” be- 
was born in boom times 
Her 


operates 


Carolyn Kay 

BABY WITH 
cause she 
in the boom town of Wichita. 
Nathan R. 
“Aviation Industries.” 
Wichita aviation 
building solidly 
says Mr. Cline. 


dad, Cline, 
leading 

school, “We're 
for the future.” 
Wichita’s boom of 


today is here to stay! 


For years Wichita has been the 
Oil Capital of Kansas (Kansas is 
4th in U.S 
Wichita has always been a great 
wheat and livestock center-now. 
in addition, it has become the great 


A. oil production) 


aviation center of the middle-west 
(approximately LOO acres of plane 
manufacturing plants). 


There is solid growth in the Wich- 
ita area and in 
wealth. You can make solid sales 
gains here by using Station KFH 
the only full time 5000-watter 
Kansas. 


in population 


v 


| | 
MANHATTAN x hs Gi 
. TOPEKA" A 


Ce 
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Glean D. Gillett Computed Field Strength Distribution Based on Performance 
end Previous Survey Measurements—S000 Watts Day and Night—October 1941 


THAT SELLING STATION 
IN KANSAS’ BIGGEST, RICHEST MARKET! 


WICHITA 


CBS + 5000 WATTS DAY AND NIGHT 
CALL ANY EDWARD PETRY OFFICE 


SS 


Chicago, Oct. 


Meat Institute took its first 


attitude of the meat industry re- 
garding supplies and_e rationing 
| problems. 


In 365 newspapers of 230 cities, | 
was 
“There are 
you yourself | | 
available 
supply and still keep the good nutri- 
table: 


|1,500 and 1,000-line 
| inserted which declared: 
two voluntary ways 
can help to stretch the 


copy 


tional value of meat on the 


though you serve less per meal.” 


TISING AGE, 


help customers select cuts 
first choices fail. 


The AMI has 


1.—The American | 
step | 
| this week in the long-awaited cam- | 
*|paign to explain to the public the| | 


(1) Know the cuts available from 
day to day, (2) Continue to serve 
meat as often as _ possible—even 


As previously indicated in ADVER- 
the new campaign puts | 
prime emphasis on explaining alter- 
nate and cheaper cuts of meat, and | 
states that butchers will be glad to | 
when 


adopted the theme 


This copy, appearing in 365 cities of 230 
cities, keynoted a change of pace by th: 
| American Meat Institute, and showed th: 
association's answer to many question 
poised by the meat shortage. The theme 
| mentioned here will run throughout the 


jthat “Rationing is sharing.” The AMI"  £ B # Co. is the 
copy offered two booklets, “32 sl pr A =z 
Tested Meat Recipes,” and “Meat 
Buying Guide for Thrifty Meals,” 
both available from the Institute Van Scoyoc Named by 
for five cents. Canadian Advertisers 

The Institute and Leo Burnett 


Company, its agency, 
on this copy, 
of pace and a new 
followed in AMI 
copy was prepared, 
after Secretary 
Wickard’s speech here 
day. Hustling to make Wednesday 
newspapers, the agency and AMI 
finally finished the copy at 10 p. m 
Saturday. 
Key points of the new 
insistence on daily 


course to 


of 
last Thurs- 


copy 
meals 


are 


its of 


|meat, following AMI’s previous line, 


its emphasis on sharing, and on the 
cheaper cuts. Future course of the 
industry will come in for attention 
when members of the American 
Meat Institute meet here this week- 
end. 


‘Chicago Sun’ to Start 
Sunday Book Section 

The “Chicago Sun Book Week,” 
a tabloid Sunday section to run a 
minimum of 16 pages weekly, will 
be inaugurated by the Chicago Sun 
Nov. 1. It will be edited by A. C. 
Spectorsky under the direction of 
Turner Catledge, Chicago Sun edi- 
tor, and the advertising rate is 40 
cents a line, with quantity discounts 
bringing the rate for 40,000 lines or 
more down to 35 cents. 
| Publication of its own bock sec- 
tion follows the breakdown of ne- 
gotiations by the Sun to carry the 
Sunday book material of the New 
| York Herald Tribune. 


rushed work 
which marks a change 
be | 
advertising. The 
then torn apart 
Agriculture 


H. S. Van 
Scoyoc, advertis- 
ing manager of 
Canada Cement 
Company, Ltd., 
has been elected 
to the directorate 
of the Associa- 
tion of Canadian 
Advertisers, in 
charge of Mon- 
treal operations. 

He takes the 
post made vacant 


by the resigna- 

tion of Joseph R._ H. S. Van Scoyoc 
Foster, Cour- 

|taulds (Canada), Ltd., who ha 
joined the Royal Canadian ai}! 
forces. Mr. Van Scoyoc has been ; 
member of the ACA since its for- 


mation in 1914 and has held a num- 
ber of executive positions in the 
association. 


West Coast Papers 
Increase Prices 


San Francisco’s two morning 
newspapers, the Chronicle and th¢ 
Examiner, have raised their sub 
scription rates, effective Oct. 1. The 
monthly rate has gone from $1.40 t 
$1.50 daily and Sunday. Sunday 
papers are 15 cents each instead o 
12 cents. Daily papers will remai: 
unchanged at five cents a copy. 

Two Los Angeles morning news 
papers, the Examiner and Time 


have increased their subscriptio: 
rates, also effective Oct. 1, to 35 
cents a week or $1.50 a month, fron 


30 cents a week and $1.30 a mont! 


Portable structure 
epplres of comgeited mbersections 
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| | PRODUCT INFORMATION IS |= | 
| | MORE VITAL NOW THAN EVER | | 


product before 


ae 


Write for 


S79 to $85 a month to place a 
factual advertisement for your 


000 active plant operating men 
in the larger plants in all indus- 
when and where 
now look for their current oper- 
ating requirements, 


~The 


INDUSTRIAL EQUIPMENT NEWS 


_=| Thomas Publishing Co., 461 8th Ave., New York, N. Y. 


» more than 52.- 
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MODERN SCREEN 


ocrose | 


Ubhiatic Migt 14: LANA WEDS! 


This is the screen magazine that sold more copies 


than any issue of any screen magazine ever published. 


... Modern Magazines 
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Blue Changes Address 


Effective immediately, the post 
office address of the Blue Network 
Company in Hollywood is 6285 Sun- 
set boulevard. 


‘Camping’ Moves 

Campina Magazine, published 
by the American Camping Associa- 
tion, has moved its offices to 343 S 
Dearborn street, Chicago. 


AGENCIES 


with clients now 
interested in 

Latin America, should 
have full data on 
America’s oldest, 
paid-circulation 


export magazine. 


Write or wire 


La Hacienda 
20 Vesey St. New York, N.Y 


Southern Publishers 
Study Effects of 
War on Publishing 


May Discontinue 

Annual Convention 

for the Duration 
(Pictures on Page 39) 


Hot Springs, Ark., Sept. 30.—The 
fortieth annual convention of the 


Southern Newspaper’ Publishers’ 
Association, one of the oldest organ- 
izations of its kind in the country, 
closed today following intensive 
discussions of the effect of the war 
on advertising and publishing, and 
with the prospect that no further 
meetings will be held for the dura- 
tion. 

Military men and other represen- | 
tatives of the government told the | 
publishers that they have success- | 
fully put voluntary censorship into 
practice, that their services in pro- 


moting the salvage campaign heve | 


,been of the greatest value, and that 
they can continue to build public 


morale in the days of fighting ahead. 

Among those who spoke officialiy 
were Byron Price, director of the 
Office of Censorship, who urged that 
newspapers explain to their readers 
why they cannot report all the war 
news and why they are submitting 
to voluntary censorship; Col. Oveta 
‘ulp Hobby, formerly of the Hous- 
on Post, and director of the 
Women’s Auxiliary Army Corps; 
Rear Admiral William Glassford, 
commandant, sixth naval district, 
who described the events leading to 
the loss of the Philippines and other 
territory in the Far East; Col. Rior- 
dan Williamson, Army public rela- 
tions officer for the sixth corps 
irea; Talbot Patrick, formerly of 
the News-Argus, Goldsboro, N. C., 
ind now in the news division of the 
Office of War Information, and 
Graham Hutton, director of the 
British Press Service, Chicago. A 
resolution pledging support of the 
national war effort was telegraphed 
to President Roosevelt, while a 
message of commendation on the 
newspapers’ work in the salvage 
campaign was received from Don- 
ald Nelson, WPB head. 


ae) 


Hutton Cheers Publishers 
Mr. Hutton cheered those pub- 
lishers who are concerned with the 
eflect of the war on advertising and 
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pany has 


ing paper is helping America in its war effort. 
Each of us is pledged to look upon the “E” badge 


that we wear and the “EF” flag that we fly not only 


—— ‘ 
mermill is honored that our com- 


earned 
Navy Production Award. Honored that 


our “know-how in making and deliver- 


as a reward for the past but as a challenge and 


an inspiration for the future. 


Hammermill Paper Company 


and woman at Ham- 


the coveted Army- 


© Erie, Pennsylvania 


i 


. ZZ Pe. 


publishing by saying that in spite 
of rationing of paper and other pro- 


duction problems, British newspa- 
pers are showing larger profits 
than before the war, due to the 


small size of their papers and main- 
tuined or increased’ subscription 
rates. Advertisers are waiting in 
line for the small amount of space 
available, and the editorial staff is 
in control. 

Most of the publishers who dis- 
cussed current war-time problems 
emphasized the fact that subscribers 
will be expected to carry a heavier 
share of the load. 
the papers represented have already 
increased subscription rates. 

C. E. Palmer, head of Southern 
Newspapers, Inc., and host 
convention, predicted a great in- 
crease in the volume of classified 
edvertising, saying, “There will be 
the darndest swapping and trading, 
as commodities in the stores become 
scarce, that you ever saw.” 


A majority of | 


of the! 


| 


E. B. Stahlman, of the Nashville | 


Banner, said that labor 
will continue to mount. 
men lost to the Army is 
creating difficulties, and he _ pre- 
dicted that women will increase in 
numbers in printing plants. Many 
of the publishers expressed opposi- 
tion to the I. T. U. rule prohibiting 
transfers, on the ground that in a 
period of labor scarcity, men should 
be subject to transfer to whatever 
Jobs need to be done. 


problems 


See War Clauses in Contracts 


Transportation problems, due to 
shortage of trucks and tires, were 
discussed, and it was reported that 
in some cities the street railway 
companies are providing = special 
facilities for the distribution § of 
newspapers to dealers on their lines. 
For longer hauls, newspapers are 
pooling their truck facilities, thus 
shortening the distances to be 
driven. 

Harry Bradley, advertising direc- 
tor of the Birmingham News and 
Age-Herald, reporting as 
the advertising committee, predicted 
that war clauses’ providing for 
changes in rates due to increases in 
production costs and other factors, 
will shortly be included in adver- 


Replacing | 
already | 


head of | 


tising contracts accepted by news- | 


papers. 
institute 
Oct. 1. 

A number of speakers represent- 


His own publications will 
this practice 


ing the advertising point of view 
were on the program. C. C. Carr, 


advertising manager of the Alumi- 
num Company of America, deliv- 
ered a_ stirring address’ urging 
defense of the free enterprise sys- 
tem to assure its continued func- 
tioning after the war. His talk is 
reported on Page 1 of this issue. 
S. M. Williams, public relations 
counsel of the National Association 
of Food Chains, said that in spite 
of the fact that 25 to 30 per cent 
of standard products are off the 
shelves of the food stores, the chains 
are committed to a policy of con- 


tinued newspaper advertising. He 
quoted manufacturers as_ saying 
‘hat the flexibility of newspapers 


makes them particularly acceptable 
it present, because of the difficulty 
of preparing copy far in advance, 
due to rapidly changing conditions. 
Sees More Public Relations Copy 


John W. Barndollar, field secre- 


tary of the Bureau of Advertising 
of the American Newspaper Pub- 
lishers Association, did not share 
all of the pessimism expressed 


regarding current advertising pros- 
pects, calling attention to increases 
in local and general advertising in 
recent months. He predicted that 
many new regional advertisers will 
be developed, largely through their 


beginning | 


——— 


increased interest in public rel: 
advertising during the war ps 
He also reported some of the 
rent work of the Bureau, incl) ; 
a new study of public atti: 
toward insurance companies, s 
that this survey has revealed , 
60 per cent of the public y i 
prefer to have insurance prote 
supplied by the government 1 
than the insurance companies. 
study is being made availab! 
insurance companies as a basi 
their current advertising copy. 
Capt. Enoch Brown, advert g 
director of the Memphis Com» -r- 
cial-Appeal, told of the unu ja! 
advertising program of a nati: ja] 
account in his newspaper. Plo <h. 
Inc., of Memphis, a leading i 
metics advertiser, is using 104 } 
in the Commercial Appeal so ly 
for the purpose of promoting s: es 
of war bonds, the copy appear ng 
at the rate of two pages a we 
The advertising has created a vy ry 
favorable impression, Capt. Bro vn 
reported. 


Fear Retail Mortality 


Prospective mortality among. e- 
tailers and retail advertising " 
counts was emphasized by Ja): ies 


L. Knight, of the Miami Her d, 
who said that many of the sma er 
stores are unable to continue ad\ r- 
tising, while department — si re 
linage is declining due to the | ct 
that few manufacturers are pro\ 4- 
ing cooperative advertising cin- 
paigns in which department sto es 
may participate. 

Community relations work \ Il 
be promoted vigorously by Southern 
newspapers, Ralph Nicholson, pub- 
lisher of the New Orleans It 
indicated. C. E. Palmer has pre- 
sented a trophy to the S. N. P. A. to 
be competed for annually) and 
awarded to the newspaper which 
makes the best record in community 
development work. 

James W. Brown, Jr., publisher 
of Editor and Publisher, reported 
that over $10,000 has been raised 
for the Zenger memorial. Because 
of the difficulty of erecting and 
equipping a memorial room at pres- 
ent, the money raised will be 
invested in war bonds. 

John D. Ewing, of the Shreveport 
Times, who with other newspaper 
publishers is on the board of direc- 
tors of the Southland Paper Mills, 
Lufkin, Tex., said that the mill is 
in danger of closing because of 
refusal of WPB to grant priorities 
on a small amount of critical mate- 
rials needed for the completion of 
a chemical pulp unit. The mill is 
now supplying some paper products 
used in war work, besides increis- 
ing its output of newsprint. 

George C. Lucas, executive vice- 
president of the National Publish- 
ers Association, told of the cooper- 
ation of newspapers with magazines 
and other media on the subject of 


second class rates. He _ predicted 
that no changes in rates will be 
made pending the completion o! 4 


new cost study by the Post Ollice 
Department. 

Officers of the association, hea ed 
by Charles P. Manship, of the Bro'on 


Rouge State Times and Advocite, 
were reelected. His colleagues ire 
A. W. Huckle, Herald, Rock ll, 
S. C., board chairman; Jame E 
Chappell, Birmingham News nd 


Age-Herald, treasurer: and W te! 
C. Johnson, secretary-manag¢ 

Jack Langhorne, Times, HH \ts- 
ville, Ala.; E. C. Davis, Ente Se 
and Journal, Beaumont, Tex. «nd 
Robert L. Smith, Gazette, Ch ‘\es- 
ton, W. Va., were elected di: 
Mr. Davis succeeding Col. Hi 
the Houston Post, now dire: 
the WAAC. Other director ere 
reelected. 


“Ask your 
loc ncy 

to ask the 
COLONEL!” &- 
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Supercharged Coverage of Chica 0's 


New Wealth—the Working Peo) !e! 
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| G7, HE bed next to Mr. Jones was empty. . . 
_ His wife hadn’t been sleeping well lately .. . 
_ Now she was downstairs sitting at the kitchen 
table drinking a cup of warmed milk with a 
sprinkle of cocoa in it... And Mr. Jones was 
alone in the middle of the night, thinking in the 
dark. 
* * * 

Thinking in the dark... The children... Martha's 
married and is going to have a baby and Joe’s in 
the war... And my wife and myself, we're just 
the old folks at home. 


Martha and Joe, how wonderful they are! 
Wonderful’s the word, all right . . . The way 
Martha is about having the baby . . . The way Joe 
is about going to fight. 

* *% * 

| Thinking in the dark . . . Life and events rushing 
| ahead at a frantic pace .. . The old folks at home, 
maybe once in a while getting little twinges of 
| — that being-left-behind feeling. 

But does that mean their days of useful work 
| are done? . . . Oh, no! They've got a big job 
yetto do. A big one! 


@ mM 


.. . Home that was built of a thousand tender- 
nesses, a thousand prayers, a thousand hopes, a 
thousand acts of loyalty. 


Home for Joe when he comes back; he'll need 
it for a starting out place in a new peaceful world 
.. . Home for Martha, a sort of second line of 
supply and reinforcements if trouble comes. 

* *~ *~ 
Thinking in the dark . . . Hitler and his Jap pals 
want us to be scared and bewildered and de- 
spairing. They hanker for us to grumble and 
snivel about the sacrifices we must make. 

Hah! We whose forefathers dared venture from 
their little foothold colonies into a vast and hostile 
wilderness to create a nation; we whose forefathers 
transformed an unknown continent into a land 
so great in abundance and so great in heart that 
the world had never seen or dreamed its like be- 
fore; we who now give our sons to perpetuate the 
Republic and our daughters to perpetuate the race 
—shall we be the ones to crumple up in the hours 
of danger? 

Certainly from their resting places our fore- 
bears now are calling to us and they say: “Obey 
the high command of your own clean, proud souls 


and walk with dignity. With dignity—and no 
fear. With dignity—and no complaint wh’ ver 
hardship may come. With dignity—and no fal- 
tering of faith.” 
% *~ * 

Thinking in the dark ... Yes, and as we have 
given our sons and daughters so shall we give 
our labors, our money, our worldly goods . 
We shall make frugality the crowning glory of 
our house so that we may give and do more. 

At any cost the American home-ideal must live 
... And the homes wherein the lamp of its in- 
spiration forever is lighted, these must live . . . 
For take from America its home ideal and there 
is no America. 

*% Ss *~ 
Thinking in the dark .. . Our leaders talk about 
morale . . . Let them seek it and they will find 
it, in the homes of the nation. . . 


Mr. Jones thinking in the dark . . . millions of 
the old folks at home thinking in the dark. . . 
Love of home overflowing in their hearts .. . 
High resolve mounting and mounting . . . Think- 
ing in the dark . . . Thoughts that do honor to 
family, to country and to God. 


That's morale! 


' America is fighting to preserve its home-way of life. Before you go to sleep tonight 


ask yourself this question: “Am I giving ENOUGH —am I doing ALL I can?” 


THE CHICAGO DAILY NEWS 


*~ *~ * 
Thinking in the dark .. . Big job to do... The 
: old folks at home holding the old home together 
4 
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DETh OIT OFFICE: 7-218 General Motors Building 


FOR 66 YEARS CHICAGO'S HOME NEWSPAPER 
ITS PLACE IN THE HOME IS ONE OF 
RESPECT AND TRUST 


NEWS PLAZA: 400 West Madison Street, CHICAGO 
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NEW YORK OFFICE: 9 Rockefeller Plaza 
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October 5, 1942 


Awards for Union 
Station Exhibit 
Given at Dinner 


Chicago, Sept. 30.—Overhead is a 
flight of 4,500 planes, roaring their 
way toward a swastika set in a 
rising sun field, over which a stick 
of bombs plunges down to wreak 
death and destruction. Behind the 
planes is another scene, the capitol 
in Washington, and fluttering down 
from a peaceful sky are bonds and 


dollars. “For them—Bombs,” says 
yne scene; “For Us—Bonds,” says 
the other. 

This is Chicago’s Union Station, 
and this is the war bond display 


dreamed into being by the Chicago 
Society of Typographic Arts. It is 
the biggest exhibit of its kind in 
the country. It was financed by 


organized labor. It cost $25,000— 
and cost is accurate, for there was 
little if any profit, and all the 
artistic talent was donated. 

Besides the two huge murals at 
either end of the station’s waiting 
room, done by Henry Harringer, 
there are others. Two by Gustav 
Rehberger portray the work of 
abor and the railroads in the pros- 
ecution of the war, with labor’s 
part depicted by two mammoth 
hands which hold tanks, ships and 
planes over the underline, “We Pro- 
duce.” The railroad scene portrays 
a heavily-loaded freight beating its 
way through the yards, and _ is 
headed “We Deliver.” 


Wrigley Artist Assists 


Familiar to many a devotee of 
Wrigley’s car cards and outdoor 
advertising will be the faces of the 
fighting services which flank the 
largest murals. They are the work | 
of Otis Shepard, who is responsible 
for the gum maker’s distinctive art 
work, 


ADVERTISING AGE 


Last night the Society of Typo- | exhibit finished on the Sunday 


graphic Arts gathered to present 
citations to members and guests for 
the work they had done in erecting 
the display. George McVickers, 
president of STA, first called upon 
James T. Mangan, advertising man- 
ager of Mills Novelty Company and 
chairman of STA’s war activities 
committee, who keynoted the meet- 
ing. 

Mr. Mangan, who not only coor- 
dinated the project but did the 
hardest job, selling someone on 
underwriting the exhibit, called the 
display an “example of the Chicago 
spirit—the same spirit exemplified 


in the old days by Marshall Field, | 


P. D. Armour and Potter Palmer.” 
Traces Project Development 


He traced the project from the 
initial meeting held by the society 
on Jan. 8, when 550 people turned 
out to offer their services on any 
venture to assist the government in 
winning the war, through the six 
weeks’ work which saw the titanic 


RADIO HAS GONE TO WAR! 


Bob Hope and Edgar Bergen 
are shuttling back and forth 
from Alaska in army bombers to 
entertain soldiers. Bing Crosby, 
Red Skelton and every other 
big-name star is doing the job 


in the war effort for which he is 


best fitted. 


The big stars of the National 


is the hub. 


choice spot 


Broadcasting Company are ra- 


dio soldiers. This crack company 


The Only NBC Station in Nebraska 


590 


Kilocyeles > 


constitutes the greatest listener- 
drawing-power for any station. 

All the great NBC stars are 
heard exclusively on WOW in 
the vast area of which Omaha 


WOW offers advertisers a 


in the finest com- 


pany of entertainers on the air. 


f 
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JOHN BLAIR 


S000 Watts Day aMMighg! 
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CO., Representative 


ery 
—~ 


/ RADIO STATION | 


, 


a 


John J. Gillin, Jr., Gen'l Manager % Owned and Operated by the Woodmen of the World Life Insurance Society 


before Labor Day. Some _ 10,000 
workers from labor unions jammed 
the station that day to participate 
|in the dedication ceremonies, which 
were conducted as a_ salute to 
|organized labor. 

Citations honoring each one “as 
a volunteer and patriot who has 
rendered the United States Govern- 
ment volunteer and extraordinary 
service in connection with the work 
| of our war committee,” were pre- 
sented to Mr. Mangan, Mr. McVic- 


kers, Mr. Shepard, Mr. Rehberger, | 
Mr. Harringer, Raymond F. DaBall, | 


|Everett Ecklund, Earl McMahon, 
secretary of the Chicago Building 
Trades Council, and Orlando Frick, 
Union Station Company. 

| Others who will receive citations 
are: William A. Keating, Lyman 
Simpson and Burr L. Robbins, Gen- 


eral Outdoor Advertising Company; | 


|Patrick Sullivan, president of the 
union; S. L. Lewellyn, Strickler 
Mfg. Company; John G. Gallaher, 
|deputy administrator of the Treas- 
| ury Department in the Chicago area; 
|Harry H. Farrell, George Frederic 
‘Koch, Frederic Tague, Parker 
Ekren, Joseph Carter, R. Hunter 
Middleton, Everett McNair, George 
Kepes, Robert Magill, Donald Mc- 
Kiernan and R. Sidney Dickens. 


Presents Treasury Awards 


Mr. Gallaher, in behalf of the 
Treasury Department, presented 
three special awards, of which only 
two similar awards have been made 
in this area. They were presented 
to Mr. MecVickers, for the STA, to 
Mr. McMahon, as representative of 
the unions who financed the exhibit, 
and to Mr. Frick, for the Union 
Station Company. 

Mr. Keating explained how Gen- 
eral Outdoor had accomplished the 
painting of the huge murals, how 
the murals were sectionalized and 
blown up before’ painting. Mr. 
Mangan told ADVERTISING AGE that 
GOA’s work was done at absolute 
cost; that the work had cost only 
$900, whereas it would have 
around $7,500 at ordinary rates. 

S. L. Lewellyn, representing the 
Strickler Mfg. Company, which 
made the 4,500 miniature planes 
which top the exhibit, described the 
difficulties in mounting the air- 
planes. There are four 
types of planes in the exhibit, the 
largest having a 56-inch 


at about 3/16-inch to a foot. Asa 
spectator views them, they look like 
a real swarm of planes at 2,700 feet. 
Proud of War Effort 

The society is justly proud of its 
contribution to the war effort, and 

as one member phrased it—‘this 
shows what the graphic arts pro- 
fession can do.’ Many members 
feel that the Union Station exhibit 
is only the beginning of the society's 
usefulness in promoting an all-out 
drive. The STA has in the past 
10 months done approximately 
$300,000 worth of free work for the 
government, 
governmental divisions. 


Blue Names Jaeger 


as Program Chief 

C. P. Jaeger 
has been named 
manager of the 
commercial pro- 
gram department 
by the Blue Net- 
work, New York. 
Mr. Jaeger, who 
succeeds Douglas 
Storer, resigned, 
was formerly 
with Transamer- 
ican Broadcast- 
ing & Television 
Corporation, New 
York, as. vice- 
president in 
charge of production 
radio programs 

Before entering the radio field in 
1935 Mr. Jaeger was a member of 
the Chicago Tribune sales staff. He 
also served with Archer King Com- 
pany, Chicago magazine represen- 
tative, and with Farm Journal and 
Farmer's Wife. 


C. P. Jaeger 


and sales of 


‘Coronet’ Names Agency 

Coronet, Chicago, has appointed 
Schwimmer and Scott, Chicago, to 
handle its advertising. A substan- 
tial radio test in several key markets 
is being considered. Walter Schwim- 
mer is 


account executive. 


cost | 


different | 


wing- | 
spread, and the planes are scaled | 


benefiting 30 to 40) 


a 


| 
| 


CALVERT'S NEW A.M. 
a 2 aa 


Edgar E. Guttenberg, who joined he 
company in 1936, has been appoinied 
advertising manager of Calvert Distil «rs 
Corp. Mr. Guttenberg started with Cal. 
vert as assistant sales promotion m :n- 
ager, later being placed in charge of 
publicity. He was named assistant od. 
vertising manager in February, 193 


AFA Elects Eight 


The Advertising Federation of 
' America has elected the follow ng 
to membership: Case - Sheppe 
Mann Publishing Corporat: on 
Conde Nast Publications, Alfred J 
Silberstein, Inc., The Woman ind 
Woman’s Day, all of New York 
Mechanization, Inc., Washingt. 
D. C.; Rotarian and Revista Rota 
Chicago; and W. F. Young, | 
Springfield, Mass. 


‘Life’ Eliminates : 
4-Color Half-Pages 


Life has announced that due 1 
production problems arising out otf 
the war, the publication will 
longer be able to accept orders fo 
half-pages in four colors, a unit it 
began accepting only last spring 

Orders already on record throug! 
the first quarter of 1943 will be 
| handled without interference, ho 
ever. 
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“THE VALUE AND PATRIOTIC 
USE OF FULL COLOR’ 


Send for this 28-page book. It 
describes the advantages of 
FULL Color in meeting toda)'s 
selling problems...in building 
for future business. Tells how 
to get beautiful results at (ow 
cost . .. how to prepare Fl LL 
Color art work. Contains ¢ ‘or 
charts and other valuable \n- 
formation including the s!or) 
of our unique service that s ves 
you time and money. 


MAIL COUPON TODA,’ 
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Stecher-Traung Lithograph Corp, 0: 
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600 Battery St., San Francisco, Cali! 
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AM: wakes at 4:55 a.m. At 5:20, standing 
in the butler’s pantry, he eats the breakfast 
that Pedro, the sleepy Mexican houseboy, has 
prepared. By 5:30, he is out of the house in 
Westwood, driving to L.A. in the early 
California sunshine, or California “‘dew.” 

At 6:15, Dr. Searles is in the hospital. At 
7:05, in white gown and mask, he starts his 
first operation; finishes hours later, dog tired, 
with from two to twelve operations behind 


him. He lunches off a tray, or in the staff 


dining room; sits around for a half-hour. He 
spends the afternoon in his office, or calling 
back on his cases. Around 5:00 p.m., he gets 
out his car and starts back to Westwood. Some 
time with the children, dinner, desultory talk 
with his wife. He looks over a newspaper, reads 
the new medical journals. Rarely, there are 
guests and bridge. By nine, he’s falling asleep 
in his chair. 

That’s the typical day of Joe Searles, 
eminently successful surgeon. Thirty-eight 
years old, his income is up in the movie star 
brackets. Slave to his profession, he finds it 
hard to be a husband, father, citizen or social 
being. He worries about the narrowness of his 
life, and keeping up with the world. So in the 
briefintervals of waiting, in his hours at home, 
he dips into the magazine he grew to like so 
much years ago, when he was an intern at 


Bellevue, in New York . . . 


A \s vv ever occurred 


to you that your most 


The Crowell-Collier Pub. Co... 250 Park Av. N.Y € 


7 


IN THE 


desirable customers and prospects... are 
the hardest to reach—the busiest people? 

The people “who give a damn”’— 
the best brains in the colleges, the women 
with the largest families or houses, the 
best plumber in town, the best furnace 
tender or washwoman, the successful 
storekeepers or salesmen, the small 
businessmen who have survived, the big 
businessmen who run corporations, the 
. . the folks who 
carry the loads, fill the offices, make the 


professional people . 


decisions, influence the most people, 
make the most money, spend the most 
money... aren't on any short work 
week! They aren’t among the 3.5 hours- 
per-day radio listeners and daytime program 
addicts, haven’t time to read all of a good 
newspaper. They buy a lot of magazines, 
but can’t read all of them. You can’t take 
them for granted in any “mass” list or 
network program. Their lack of time makes 
their reading selective—their accessibility to 
advertising selective, too! 


’ ° : 
Cueck the busiest, most successful people 
you know... and learn how many of them 


are regular readers of two monthlies! One of 


these doesn’t accept advertising. The other is 
The American Magazine... 

What distinguishes this magazine in 
appeal, in readership, in reader reaction—is 
its concern with the things that concern all 


serious-minded Americans . . . Yesterday, the 


SERVICE o F 


better job, and the better life. Today, winning 
the war, and the better world afterwards... 
The readers’ attitude, their curiosity and 
interest in everything that concerns their stake 
in this country, this war, and their future, is 
distinctive, too. They want to know—to use. 
They take things seriously. And if your 
product, your business, your ideas get their 
attention, you've got the biggest power-house 
in this country working for you—whether 
you're making opinions or making sales! 
This year, this magazine means more to 
the people who mean most to any advertiser 
. . offers a larger group of anybody’s best 
prospects... and gets a better reception than 
ever before for worthwhile advertising .. . 
stands up and stands out as the major medium 
for these times! ... Investigate! 


erican MAGAZINE 


THE NA FIO N 


720 Statler Office Bldg.. Boston: General Motors Bldg. Detroit; 333 N. Michigan Av., Chicago: 235 Montgomery St., San Francisco 
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Future Looms Large for 
New Hecht Magazine 


Predictions of Things to Come,| 
new quarterly magazine published 


by Parents’ Institute, New York, 
and selling at 25 cents at news- 
stands in the U. S. and Canada, 
made its first appearance Oct. 2. 

The publication consists exclu- 
sively of articles which forecast the 
future, written by eminent authori- 
ties. 


| pledged themselves to surpass their |» 


have been furnished to papers by 


Newspaper Week the Newspaper Association Man- 


agers, featuring the role of news- 
papers in the sale of war bonds and 


5 
Launched with oo have been provided 


with special institutional copy and 


4 mats, featuring the war efforts of 
(rap as im the nation’s press, and suitable for 


Newspaper Week advertisements. 

New York, Oct. 1.—Newspapers The cooperation of local merchants 
from coast to coast today inaugu-| Will be enlisted by having them 
rated the third annual observance | SPonsor ads using we of the sug~ 
of National Newspaper Week, spon- gested themes. A series of articles 
sored by Newspaper Association 
Managers, with the national scrap 
collection drive slated to receive 
major emphasis as a demonstration 
of service by the press. 

National Newspaperboy Day, 
sponsored by the International Cir- 
culation Managers’ Association, will 
be celebrated Oct. 3. Newsboys | gram. 
throughout the country have 


Hutchinson, Rutgers University, has 
also been furnished for use during 
the week. 

It has been estimated that news- 
papers throughout the nation de- 
voted over a million dollars in 


. ’ 
previous records by selling $5,000,- | Buy-Lines Changes 
000 in war stamps during the week | Its Representation 
ending on that day. | Effective Oct. 1, “Buy-Lines by 
Theme of the first wartime| Nancy Sasser,” editorialized ad col- 
observance of Newspaper Week will | nae oF aout "aan te tooee 
be rhe Newspapers Go All Out sented by Nancy Sasser, Inc., 420 
for Victory, and all papers have Lexington avenue, New York. 
been urged to display the American 'Newspaper Groups, Inc., has been 
flag on the front pages during Oct.| cales representative for the column 
1-8 as a reminder of the occasion | since it was first published in Sep- 
tu readers. Stories and illustrations | tember, 1941. 


HERE is lots to tell in advertising these days. 
There is so MUCH news in almost every 
business... more than ever before. Americans 
want to read YOUR story. 


Think of the new products now on the mar- 
ket. Many of them, though born of war needs. 
are far superior to their predecessors. People 
want to know that. 


Think of the great war material production 
services now being rendered by thousands of 
manufacturers who formerly made consumer 
4 voods. People want to know their story, too. 


If production in your plant has been greatly 
curtailed by limited raw materials. packaging 
problems or other factors. keep your name 
before the public. You do not want to be for- 
gotten. When the war ends, you dont want 
to start from “seratch.” It is easier and less 
costly to be remembered . . . through news- 
paper advertising, 


SCRIPPS-HOWARD NEWSPAPERS 


NEW YORK . . .World-Telegrom COLUMBUS ...... Citizen DENVER. . . . Rocky Mt.News EVANSVILLE... .... 
CLEVELAND ....... Press CINCINNATI. ...... Post BIRMINGHAM ...... Post WOUSTON.......- Press 
PITTSBURGH. ...... Press * KENTUCKY ....... Post MEMPHIS . . Commercial Appeol FORT WORTH... .. . Press 
SAN FRANCISCO ... . News Covington edition, Cincinnati Post MEMPHIS . . . . Press-Scimitor ALBUQUERQUE ... . Tribune 
INDIANAPOLIS. .... . Times KNOXVILLE . . . News-Sentinel WASHINGTON. ..... News EL PASO ..... Herald-Post 


NATIONAL ADVERTISING DEPARTMENT - 230 PARK AVENUE~- NEW YORK 


CHICAGO SAN FRANCISCO DETROIT MEMPHIS PHILADELPHIA 


entitled “Behind the Scenes in Ad-| 
vertising,’ written by Prof. F. B.| 


space to last year’s educational pro- | 


THE NEWEST ‘VITAMIN MEAL’ 


NOW- 4 A DAY BUYS 
ALL SIX VITAMINS 
SPECIFIED BY EXPERTS! 


— - a e * 
See how NUTRI-MINS match the Adult t - m Ss 
Mini Daily Requi ESTABLISHED BY EXPERTS nu ri in 
-_m- hae 
+= = an - SE? SSeS oo ote gates ven at Oe ate 
|} TAMA... | 000 SP, mS |. 4.000 HS. omens um requirements of vitamins A, B,, B,, C, D, 
vuwe 0.....|.. 200s.r. oms .|. a0 05.0. outs Fuu and 10 10 milligrams of Niacin Amide, plus Yeast Extract! 
wan e..../.,. 30 URNS 30 wuLignans Remember, not just one or two vitamins, but all six! 
ee ee wnt 
vauwe t,...... 2 muons 2 wLLioeaas pequnn Iag™ SAVE MONTY!—Buy Nutri-Mins! No other well-known 
mac -f ee 10 MILLIGRAMS product gives you this great combination of vitamins 
AREER 08 ae and yeast at such a low price! (Only 3'4¢ a day if you 
| OTe ae - om Me bo rma 9 @-nmee buy the big bottle of 200 tablets) 
) EXTRA. Yow we cow Lawact greed Dereon Yeas sappiping email quemnees 
fone bap ent Why You Need ALL 6 Vitamins te too Give you Yeast Batract. equive- 


¢ gram of dined brewer’ yeast 
This yeast provides amall quaptines of 
other factors of the natural Vitemun B 


wy at oa) y of three thay eon 
@ per day per person: 
mn Why take chances? Why not be sure 
that you are th 


o 
¢ the exact > daily 
emount which hae been recommended 
8 8 mun mum 


And that's not all! Two Nutri-Mins one 


Lambert Pharmacal Co. has plunged into the growing vitamin market with 

Nutri-Mins, stressing their all-inclusive quality and economy in test advertising 

in newspapers of several Midwestern and Eastern markets. Lambert & Feasley 
handles the account. 


* -s ’ government. 
U. Bes Musicians The NAB petition, filed by Atto: 


: : ba ney Sidney Kaye, said that the ex 
Union File Briefs | istence of radio stations depende 


‘ 


in Anti-Trust Suit — a free flow in_ interstat 


commerce of freshly-made phono 
Chicago, Oct. 1.—The government! graph records and electrical tran 
and President James C. Petrillo of | scriptions,’ and that without then 
the American Federation of Musi-| “broadcasting stations cannot su 
cians exchanged legal blows this | vive.” 
week in a warm-up for the court The government petition charged 
fight over the petition asking that that Mr. Petrillo could find m 
the AFM ban on recorded music be! precedent in federal law to support 
set aside. any claim that “organized power of 
Arguments on the government re- labor may be used to refuse essen- 
quest for a temporary injunction | tial work to a lawful business in the 


against the union edict are to be|complete absence of any dispute 


heard here Oct. 12 before Federal| over hours, wages, working condi- 
Judge John P. Barnes. Both the tions or hiring policies of such busi- 
federation and government attor- ness.” 

neys filed petitions in court today,;| Asking that the anti-trust suit 
upholding their claims. The Na-|against the union be dismissed 
tional Association of Broadcasters AFM attorneys accused Thurma: 
also was permitted to file a petition Arnold, assistant attorney general, 
as a friend of the court, despite pro- of employing “an unwarranted in- 
tests of union attorneys. Judge terpretation of the Sherman anti 
Barnes, however, did not rule on’ trust law and using it to destroy 
the association’s plea that it be al- every union action and objectiv: 
lowed to intervene on behalf of the personally distasteful to him.” 


Remember 
No Other New England 
Radio Station Gives You 


All This 


Couenrage WTAG is the only station providing { et or ge 


primary coverage throughout Central New England — 


one of this nation’s busiest areas in war production. 


Audience It has nearly twice as many listeners in 


its area as all other stations combined. 


* 
Promotion WTAG's parent newspapers, the 


Worcester Telegram and the Evening Gazette, morning. 
evening. Sunday give WTAG's advertisers complete pro- 


motional backing. 


When You Buy Time-- Buy An Audience 


T - WORCESTER, MASS. | 
W AG N. B.C. BASIC RED NETWORK " 
EDWARD PETRY SCO. NATIONAL REPRESENTATIVE 
Owned and Operated by the Worcester Telegram-Gaze 
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‘ 
| 1E ABOVE STATEMENT covers a tremendous lot of 
ground, for many magazines are popular in Washington— 
some of mass circulation and some with sizable free cir- 
culation. 


The facts supporting this statement have just been 
brought out through a questionnaire sent to 874 officials 
in the 13 most important Federal Agencies. ‘To the simple 
question, “What magazines do you read regularly?” re- 
| plies were received from 297, or 34.0%. The score is shown 
on the chart at the right. 


These facts fit in neatly with other information you'll find 
in the new book, TIME IN WASHINGTON —Iatest, most val- 
uable reference on the reading habits of the nation’s big 
decision makers.* We'll be glad to send you extra copies. 
Just write or call Shepard Spink, Time & Life Building, 
Rockefeller Center, New York. 


*TIME’s circulation in Washington (Dec. 31, 1941 
ABC statements) was greater by 22.5% than the com- 
bined circulations of the next five executive maga- 
zines. Since then TIME’s Washington circulation has 
shot up another 33%. 


TIME 


THE WEEKLY NEWSMAGAZINE 


-Now—The Clincher from Washington! 


“More key Washington officials read TIME 


regularly than read any other magazine, no matter how big its circulation.” 


MAGAZINE* %COVERAGE 


TIME 58.6% 
Life 93.5 
Satevepost 32.0 
Newsweek 20.9 


U. S. News 16.5 
Fortune 15.8 
Harper's 11.1 
Collier’s 10.4 


New Yorker 10.1 
National Geographic 9.8 
Atlantic 8.8 
New Republic 5.1 


* 65 other magazines were mentioned, none 
receiving more than 11 votes. Above tabula- 
tion includes only magazines which carry 
advertising. 
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Videnng the spread in 


Chicago Tribune tinage leadership 


9,990,990 


§ 381.795 i 
§ 152,531 


TEN-YEAR RECORD 


TOTAL ADVERTISING LINAGE 
First 8 Months, 1932-1942 


11,991,237 
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1) RING the first eight months of 1932, 
the Tribune printed 9,990,550 lines of 
total advertising. This was 1,608,755 more 
lines, or 19.2% more, than was printed by 
the News, the Chicago newspaper second 
in volume in 1932. 

Compare this with the record for the first 
eight months of this year during which the 
Tribune printed 11,951,237 lines of total 
advertising. This was 5,261,015 more lines, 


» or 78.6% more, than was printed by the 


Herald-American, which was second in vol- 
ume in 1942, and 5.614.164 more lines, or 
88.0) more, than was printed by the News. 


In the ten-year period, the Tribune gained 
1,960,087 lines, or 19.6%. The News, the 
Chicago new spaper second in volume in 1932, 
dropped 2,044,722 lines, or 24.4%. 


This recognition of the Tribune as Chi- 
tago's most productive medium is further 
underscored by the fact that advertisers 
placed in the Tribune 48% of their total 
expenditures for advertising in Chicago news- 
papers during the first eight months of 1942 
~practically as much as they placed in all 
other ( hicago newspapers combined. 


Tribune Circulation Up 25% 


The hage Chicago market offers all news- 


THE 


LARGEST 


Thus advertisers reaflirm that the newspaper which more people read and want produces the best returns for 
retailers, manufacturers and want ad users. That it is no fresh development of present conditions is made plain by 
the record for the past ten years. 


papers equal opportunity to grow. Each day 
readers and advertisers alike can decide for 
themselves which newspaper delivers the 
best value to them. Their verdict is decisive. 

During the past ten years Tribune circu- 
lation* on weekdays mounted from 825,980 
to 1,030,848—a gain of 204,868, or 24.8%. 
The Tribune’s lead over the Herald-Amer- 
ican, which was second in weekday circula- 
tion both in 1932 and in 1942, increased from 
324,081, or 64.6%, to 555,691, or 116.9%. 

Sunday circulation presents a similar pic- 
ture. Sunday Tribune net paid* increased 
from 1,019,519 to 1,242,978—a gain of 
223,459, or 21.9%. 

In 1932, the Herald and Examiner led the 
Tribune in Sunday circulation by 9,813 
copies, or 1.0%. In 1942, the Tribune led the 
Sunday Herald-American, which was second 
in Sunday circulation, by 322,209, or 35.0%. 

As the Chicago newspaper which has won 
the most customers for its own product, the 
Tribune is best able to help you win more 
customers for yours. To make your promo- 
tion funds go farthest in the Chicago market, 
put the Tribune at the top of your list. 


*Average net paid circulation during the offi- 
cial six-month periods ended March 31, 1932 
and March 31, 1942. 


GREATEST NEWSPAPER 


IN 1432 
IN 142 


LEAD IN 


During the first eight months of 1942 the Chicago Tribune’s lead in total advertising linage over the Chicago 


newspaper second in volume amounted to 78.6%—the largest lead for any similar period in history. 


MIsToORY !: 


TEN-YEAR RECORD 


RETAIL ADVERTISING LINAGE 
First 8 Months, 1932-1942 


9,198,992 9,800,716 


9,074,918 


4,397,241 $791,120 


3,388,199 
3,239,846 


1,693,289 


NOTE: Evening American and Herald and Examiner merged in 1939. 1932 volume for Herald-American 
composed of linage printed by Evening American and Sunday Herald and Examiner. 


53% MORE RETAIL LINAGE! 


Retailers during the first eight months of 1942 placed in the Tribune 
2,009,596 more lines of retail advertising—53.0% more—thar they 
placed in the Herald-American, which was second in retail volume, 
and 2.412.557 more lines—71.2% more—than in the News. 


@ Contrast this with the picture in 1932, when the Tribune led the 
News, which was then second in volume, by 124,074 lines, or 2.4%. 
Moreover, in the 1932-1942 period, the Tribune gained 601,724 lines 
of retail advertising, or 11.6%, while the News lost 1,686,759 lines, 
or 33.2%. 

@ During the first cight months of 1912, retailers placed in the 
Tribune more of their expenditures for advertising than they placed 
in any two other Chicago newspapers combined. 
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Private Enterprise in the | 


Insuran 


The Bureau of Advertising of the | 
American Newspaper’ Publishers’ | 
Association has recently made a 
study of the attitude of the public 
toward insurance companies. The 
study has not been made public, 
but the findings have been made 
available to the companies. One 
piece of information which has been 
given out is that 60 per cent of| 
those interviewed said that they 
would rather receive insurance pro- 
tection from the government than 
through private companies. 

The question which evoked this 
response was not academic. Insur- 
ance is not only one of the biggest 
private enterprises in America, but 
also is the repository of tremendous 
aggregations of capital, representing 
the savings of policyholders as well 
as their current payments for insur- 
ance protection. It is not too much 
to say that these funds have been 
well managed and have been 
handled so conservatively as to pro-| 
tect policyholders even better than | 
they could have protected them-| 
selves from the financial hazards | 
incident to ordinary investment. 


The policies of the national 
administration have tended to set | 
up the government as the chief 


administrator of security funds. The 
Social Security Board has received 
several billions of dollars already 
through payroll deductions, contri- 
buted both by employes and em- 
ployers. Under the statute now in 
effect, the deduction is to be in- 


U.S. Steel 


The board of directors of the 
United States Steel Corporation 
held a meeting in Chicago recently. 
This was the first time in the his- 
tory of the corporation that its 
board had ever met outside of New 
York. The fact that the meeting 
was held in one of the great centers 
of steel production, where the cor- 
poration has large interests, sug- 
gested that its directors believe that 
they should be closer to the operat- 
ing activities of this giant corpora- 
tion, rather than confine their delib- 
erations to New York and strictly 
financial phases of the enterprise. 

One of the reasons why business, 
and especially big business, has had 
public relations problems and labor 
relations problems that in 
many cases there is absentee man- 
agement as well as gbsentee own- 
ership. Those who controi policies 
are too far away from the workers 
who produce their output and from | 
the customers who use it. Thus 


too 


is 


ce Field 


creased from 1 to 2 per cent begin- 
ning Jan. 1, 1943. And the Social 
Security Board has already pro- 
posed, though it has not been put 
into the form of legislation, that the 
deduction be increased to 5 per cent, 
with added benefits, such as hospi- 
tal and medical care, made available 
to all covered by the program. 
Senator Vandenberg, of Michigan, | 


/has introduced legislation intended 


to maintain the payroll deduction 
for social security purposes at 1 per 


cent Jan. 1. He bases his pro- 
posal on the fact that the amounts 
|already paid in by workers and 


employers are far more than suffi- 
cient to pay the benefits provided 
under the law, and that it im- 
proper to approach the _ inflation 
problem by taxes of this character 
when they are not needed. Obvi- 
ously his arguments would apply 
even more forcefully to such an 
increase that proposed by the 
Social Security Board. 

All of this means that the govern- | 
ment is already in the insurance 
field, that its plans contemplate an 
even greater invasion of this activ- 
ity, and that the insurance com- 
panies, regardless of the value of 
the services rendered and the excel- | 
lence of the management of insur- | 
ance funds, may have to fight to! 
preserve their position. If private 
enterprise worth keeping, this 
may be a place to start working| 
to hold it. 


is 


as 


is | 


Goes West | 


they may make mistakes which 


would not have been possible had 


the general management and the 
directors been in close’ personal 
touch with its plants, its workers, 


its customers and its stockholders. 
If we may regard the U. S. Steel 
board meeting in Chicago as repre- 
senting a trend, it one whose 
importance may well be stressed. 
New York is the financial center of 
the country, but with financial con- 
trols now established in Washing- 
ton, it is more than ever necessary 
that large business enterprises have 
public acceptance and good will. If 
they lack this support from those 
who in the run will decide 
national policies with reference to 
industry and labor, the result may 
to be disastrous. But with 


is 


long 


prove 


popular sentiment favorable to well 
social-minded busi- 
competitive 
will 


and 
enterprises, 
enterprise in 
little to fear. 


managed 
ness free 


America have 


WARTIME OFFICE ROUTINE 


"Before opening the 


“More 


Juice.” 


mail, let us pause the usual two minutes in silent prayer 


for strength to face the day's new forms and requirements.” 


Ad-libbing 


Take a Bow, CIO 


| cent, eliminating the jump to 2 per | 


Fashionable as it may be to re- 
gard the CIO as a bunch of wild 
wolves in wolves’ clothing, your 
Ad-libber dares to suggest that in 
many instances the organization 
gives amazing indications of being 
sane and sensible to a degree which 
might be emulated, with profit, by 


other organizations. 
This thought is bolstered by a 
communication to an Ohio Better 


Business Bureau from Ted F. Sil- 
vey, secretary of the Ohio CIO 
Council, which was quoted in the 
Columbus BBB bulletin. 

“Ever since the establishment of 
this organization,” said Mr. Silvey, 
“we have been plagued by pro- 
fessional advertising solicitors who 
seek to promote for their profit, in 
our name, a convention program or 
yearbook. 

“We have never assented. The 
expenses of operating our state cen- 
tral body are all paid from the per 
capita remitted by our membership 
throughout Ohio, which is collected 
in accordance with our constitu- 
tion. We pay out of our treasury 
the total expenses of our conven- 
tion and do not expect business 
firms who profit from our annual 
meeting to make donations because 
we bring business to them. 

“Our executive officers have the 
opinion that the ill will that accrues 
to an organization from an adver- 
tising yearbook or program far ex- 
ceeds the temporary advantage of 
any financial return. The policy of 
our organization has been and con- 
tinues to be that no program or 
yearbook is to be sold in our name 
or in connection with our annual 
convention. 
adopted and_ confirmed 
times by our executive board and 
by our annual conventions.” 


Racing in from Rye 

Two of Ad-libbing’s scouts, who 
are having difficulty this year in 
deciding whether it shall be a mink 
or just a good Persian lamb and 
are consequently spending much of 
their time reading the advertising 
of furriers, express great indigna- 
tion over the fact that a recent 
Russek’s ad in Chicago was appar- 
ently 
New York papers. It speaks of a 
sale which will “bring you scurry- 


| 


| 
} 


ing in from Scarsdale — racing in 
from Rye,” and since neither of 
these well-known points is within 
normal shopping distance of 200 N. 
Michigan avenue, Chicago, the 
scouts say that the ad_ exhibits 
sloppy handling, without attention 
to detail. 

“They might have had the cus- 
tomers gliding in from Glencoe, 
loping in from Lake Forest, whip- 
ping in from Winnetka, racing in 
from Riverside, or even slithering 
in from Cicero,” they say. 


The Dear Old Days 


We are indebted to an advertise- 


ment of the Picture Post, London, | 


|for some very interesting thoughts 


| the alphabet, 


on the subject of literacy, dashed 
off early in the nineteenth century 
by a Col. George Hanger. 
“Reading,” said the colonel, “only 
enables poor children to study sedi- 
tious literature and bad books; and 
a knowledge of writing and ac- 
counts has brought many a man to 
the gallows, who otherwise would 
have lived as a useful member of the 
community. . . I remember well, no 
servant in my father’s house could 
write or read except the butler and 


the housekeeper, and I am certain | 


no one of the swinish multitude in 
the parish ever knew one letter of 
and I am certain that 
the people were as religious in 
those days as they are now. 
as dangerous to a state to instruct 
and enlighten by education the 


sWinish multitude as it is dangerous | 


to a farmer to take the rings out 


| Of pigs’ noses and turn them into a 
| field of potatoes.” 


This policy has been | 
several | 


picked up bodily from the | 


Jottings 

Inland Daily Press Association is 
warning members of the wisdom of 
investiguting insurance policies cov- 
ering the use of bicycles, now that 
these vehicles are assuming so im- 
portant a part in the activities of 
newspapers. . . 

We've heard Prof. Rugg of Co- 
lumbia University’s teachers’ college 
called a lot of things by irate admen, 
but we weren't prepared for the 
shock when a publisher told us the 
other day about a meeting he'd 
attended a couple of years ago at 
which he had seen “Rugg taking 
voluptuous notes while that Con- 
sumers Union fellow talked.” . . 


a 


Information 
for 
Advertisers 


The following documents ma. be 
secured without charge from « jm. 
panies sponsoring them, or thr: ugh 
ADVERTISING AGE, by any nat na] 
advertiser or advertising ag cy 
executive writing on his bus) iess 
letterhead. 

No. 2053. Mr. Hooper Tour. 4g 
Blanket. 
The Hooper “tour” reportec in 


this brochure, issued by WJR, e- 
troit, sought to learn the degre. of 
| penetration needed to take a 
|}dium out of the cover-a-m: 
|class to the blanket-a-market c 
|Maps and charts of listening ind: xes 


| provide a thorough analysis of the 
station’s blanketage. 

No. 2021. Calling All Fact De ec- 
| tive Story Fans. 

| Sgt. O’Space Buyer sleu hs 
| through the pages of this -broch ire, 
|issued by Fawcett Men’s Gr up, 
looking for clues in the fact de ec- 
tive story field. In the course of 
his grilling he turns up a lot of f icts 
on this man’s market — numbe: of 
'readers, their occupations, spending 
| ability—for the field and for Fi w- 
'cett Men’s Group in particular 
No. 2040. When You Buy Tine, 

Buy an Audience. 

Radio Station WTAG has issued 
this folder, which reports the re- 
‘sults of a coincidental telephone, 
|dealer preference and personal in- 
iterview survey showing listening 


| habits in the Central New England 
| area, 


No. 1971. The Memphis Trade 
Area. 
Memphis Publishing Company, 


publisher of the Commercial Appeal 
and Memphis Press-Scimitar, has 
| issued this new map, which incor- 
| Porates sections of the four states 
| making up the Memphis trade area 
'A table provides figures on retail 
sales, population and newspaper 
coverage of counties and town 
over 2,500 in the market. 


No. 2016. Newsweek —a Major 
Force in American Business and 
Industry. 

Facts about Newsweek—its back- 
ground, editorial purpose, reader in- 
terest and a wealth of other ma- 
terial are compiled in this new bro- 
chure. The circulation - readership 
study is carried out in detail, wit! 
|graphs showing circulation gains, 
trends and growth comparisons 
Letters from readers and a circula- 
tion analysis by business classitica- 
tions point to Newsweek’s penetra- 
tion of the business and industrial 
setup and the Washington scen: 


No. 2003. 
Inks. 
The history of the art of ink 
making and how the early printing 
inks were made are told in this 
folder issued by General P: 
‘Ink Corporation. The folder als 
‘has an interesting story on “Colo 


f 
ol 


The Story of Printing 


— 2G 


|Then and Today.” 
|No. 2025. Nine Ways to lak 
Money. 

Radio Sales, spot broadc stins 
|division of CBS, has _ issue 


booklet to show advertisers wt 
use station program facili! 

order to gain the advantages «° liv 
talent spot programs. The ke: 
tells the story of eight static 
a regional network, and po! 
that each of these outlets k 
own market, character and |! 
lems, sectional likes and dis es 


No. 1996. 


Sales. 

John Blair & Co. has iss 
brochure, which tells the ry * 
spot broadcasting and giv: n 
illustrations of its successfu' use 


Spot Broadcast 


well-known advertisers. ffer 
suggestions on how to |! 
time, how to reach profital 
ences, and how to keep ad 
in step with today’s rapid © ans 
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Lif Roosevelt is a headline, a voice on the to most people. There’s news in it about 
be radio... MacArthur isa head on a poster... people we know—have known ever since 
ns ‘ a ;' . , 
ns Churchill is the man in the newsreels Pop started reading Sunday comics to us. 
la- ... Stalin is the one with the big mustaches... And the news is always good! 
“a- . . . . , . . . : . 
" Hitler is half fiend, half Charley Chaplin. So the Sunday comics section is a natural 
ial These important people, however, no as an advertising medium. It has heavy 
matter how much we see their pictures or traflic, high readership, regular habit, whole 
7 read about them, are hardly real. They don’t family habit, continuity of interest. Where 
nk live on our street, move in our circles. We can your advertising miss fewer people? 
ing don’t really know them. And Metropolitan Group comics are ; 
ale . . : ‘. . ar PC 
fe But the Sunday comics sections—holy obviously among the best media. The papers : 
Is sinokes! That Moon Mullins is a dead ringer have the comics with the largest audiences 
. for a fellow in our office. And is he a dope? —and have the largest audiences—more 
... Andy Gump’s mother-in-law looks like than 12,000,000 in all. They cover the largest Z 
ke , 
the woman next door before she gets her hair markets, with the largest potentials—and 
ng up in the morning... And Superman is two-thirds of all retail sales! No national 
pretty close to what you'd be if you had the medium can touch it for concentration; and 
' chance—no fooling! few lists can match it! 
ve- The space unit is large enough to be 
vu Sure, people are funny!... More of them impressive. And the cost is mighty low, 
read the Sunday comics than read the foreign too. The medium isn’t overcrowded yet. 
dispatches. Why not? The Sunday comics It's the Number One opportunity in national 
section, when you get down to it, is just media today—and there is no better time to 
7 about the most interesting part of the paper use it!... Get the details—soon. 
& 
etro po 1itan (sro up 
" 


Baltimore Sun ¢ Boston Globe ¢ Boston Herald * Bufialo Courier-Express © Chicago Tribune ¢ Cleveland Plain Dealer 
Des Moines Register ¢ Detroit News ¢ Detroit Free Press ¢ Milwaukee Journal © Minneapolis Tribune & Star Journal e New York News 


New York Herald Tribune * Philadelphia Inquirer * Pittsburgh Press * Providence Journal * Rochester Democrat & Chronicle ¢ St. Louis Globe- Democrat 


¢ Washington Post 
220 East 42d St., New York ¢ Tribune To vr, Chicago « New Center Bldg., Detroit « 155 Montgomery St., San Francisco 


St. Louis Post-Dispatch ¢ St. Paul Pioneer Press © Springfield Union @ Republican © Syracuse Post-Standard ¢ Washington Star 
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NEW FUEL 


Developed for Peacetime - 
| Now Vital in Wartime! 


NEW SOCONYT VACUUM HOUDRY PROCESS REFINERY IS USED me 
MAKING THE WORLD'S FINEST 100.OCTANE GASOLINE, AND. 


HOUDRY-TYPE 
MOBILGAS 


This newspaper copy was used to intro- 
duce ‘'new Mobilgas’ to Illinois and 
Indiana motorists last week, in the face 


of impending gas rationing. Radio and 
dealer posters also are being used. 


‘Houdry-Type 
Mobilgas’ Gets 
First Promotion 


Newspaper Copy 
Introduces Motor 
Fuel to Chicago 


Chicago, Oct ] Despite gus 
rationing to hit the Midwest next 
month and uncertainties surround- 
ng the entire petroleum field, 
Socony - Vacuum Oil Company 
launched promotion this week of a 
new “Houdry-type Mobilgas” for 
motorists. 

In full-page copy in all Chicago 
newspapers, appearing during the 
week on a staggered schedule, the 
company’s Chicago division tells 
auto owners that the makers of 
Mobilgas were first to use the Hou- 
dry process in manufacturing 100- 
octane aviation gasoline and that 
““Now— Mobilgas dealers are first to 
offer Chicago motorists Houdry-type 
iutomotive gasoline!” 


Houdry Is Featured 


Page reprints of the full-page 
udvertisement have been supplied 
to all dealers, along with large dis- 
play posters, printed in red, inviting 
motorists to try the new Mobilgas 
“now on sale at the Sign of the Fly- 
ing Red Horse.” The same copy 
will be adapted to 1,070-line adver- 
tisements in about 50 newspapers in 
the company’s Chicago division, 


lof government 


NEW HAVEN 
is First! 


rhe first all Gothic structure in 
America was the building of Trinity 
Church at New Haven, between 1812 
and 1815. This beautiful edifice 
furnished the inspiration for the 
reconstruction of Trinity Church in 
New York City in 1846 as well as 
many other American churches. 


The New Haven Register 


which includes northern Illinois and 
Indiana. 
The opening advertisement plays 


|}up research which started in the 


late 1920’s when the company began 


| development of the process in coop- 


eration with the French inventor, 
Eugene Houdry. The Houdry name 
was brought to the fore last 
July when the Houdry Process Cor- 
poration started a newspaper cam- 


| paign to advance the claim that the 


Houdry catalytic process would pro- 


vide synthetic rubber “quicker, 


cheaper and in greater quantity 
than any other petroleum process.” 
(ADVERTISING AGE, July 13.) WPB 
and Rubber Reserve Corporation 
officials countered Houdry charges 
neglect with the 
claim that the process had been 


— 


turned over to Phillips Petroleum | the motor fuel processed at the new | experts here this week for 


‘annual meeting inspected the 


Company for full investigation. plant, Socony-Vacuum says, is the 

Socony-Vacuum is one of the five|fact that the government “has 
companies licensed to produce 100-|requisitioned large quantities for 
octane aviation gasoline by the|use in making 100-octane aviation 
Houdry process. Copy in the new | gasoline.” Emphasis is laid on the 
Mobilgas campaign points out that a/twin claims that the new Mobilgas 
new refinery at East Chicago, Ind.,| gives better engine performance and 
is used “in making the world’s finest | longer mileage—factors that will 
100-octane gasoline and Houdry- be more important than ever during 
type Mobilgas.” ration days. 

Among peacetime benefits offered| A line in the copy calls attention 
the motoring public through the;|to the Blue Network show featur- 
process, the ad continues, were|ing the news commentaries of Ray- 
“motor fuels with high octane rating | mond Gram Swing, which started 
from all crudes, and finished gaso- | this week. Socony-Vacuum has con- 
line that burns evenly and cleanly |tracted to sponsor the newscaster 

. and gives fast engine warm-up, | four nights a week, at 9-9:15 p. m., 
brilliant car performance and long | CWT, for a 52-week period. 
mileage,” More than 125 Socony-Vacuum 

Evidence of the high quality of |research chemists and technological 


refinery today. They are cre q 
with having already developed more 
than 500 products for wartime Use 
of the armed forces and are 
tinuing their studies. 

Although this week’s initia 
splurge for Mobilgas was a one- 
affair, follow-up copy may be ued 
Plans for future promotion, } : 
ever, must await day-to-day cd 
opments in the industry. J. Sti: 
Getchell, Inc., directs the accou 


To ‘House Beautiful’ 

Mrs. Etta S. Wolff, formerl, ., 
advertising salesman for Arts & 
Decorations, New York, has jo 
the New York sales staff of H: 
Beautiful. 


MOVES MO RE 
BABY Goons 


TRAINING 
DIRECTOR DEPART MENT 
STORE DOOR 
° sig Sh a 


Te Sell De; arta 
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‘ age 5%, which virtually consolidated the supply and distribution of petro- of critical materials, and _ piled UNION COPY 
il Competition distribution and storing of gasoline, leum products as a result of intense added costs on the industry by 
kerosene, heating oil and industrial competition between the compa- requiring the use of refining equip- 
. . oil on the Atlantic seaboard into one nies,” Mr. Ickes said. ment for the production of aviation 
. f f p b| over-all unit for the duration, Mr. “Over a substantial period, how- gasoline and the components of syn- 
Bene | S u IC, Ickes made clear that the action ever, the benefits to the public of thetic rubber. 
was strictly an emergency measure, such competition far exceed the “In short,” Mr. Ickes continued, 
° forced by the war, and not an cost to the public of the inefficiences “we have had to deprive the public 
Ickes roc aims attack on the normal peacetime existing at any particular moment. of the benefits of oil industry indi- 
competitive system. Without competition and its result- viduality 
Wishington, D. C., Sept. 29. The petroleum products, although ant duplications, the past record of “We now take another step to 


Petr ileum Coordinator Harold L.|meeting uniform minimum §stan- the oil industry in supplying a con- eliminate individual company free- 
Ickes today recognized preservation dards established by the office of the stantly improving product at a dom of action by requiring the pool- 
f soline brand names and em-|coordinator and moving from well constantly lower price would have ing of facilities and products. This 


a 


On Our Front We're Backing 'Em Up with Sweat 


has.zed the long-range economies | to consumer without regard to com- been impossible.” Is nage ein to Increase transporta- | mere thar, 
{ te competitive system, in for- | pany lines, will continue to be mar- — tion efficiency to a point here in- AND 10” IN WAR BONDS! 
nal.v ordering the pooling of East- | keted under the brand names of the creased deliveries will be possible, | Mf 0 ® 
ern -etroleum supplies and terminal | individual companies. The coordinator pointed out that and to make available what supplies [am aon mane eee 
faci! ties as predicted in ADVERTISING “It is generally recognized that the war emergency required com- we have on a fair and equitable > wh 
\cGE Sept. 21. there have been duplication of effort plete reorganization of the trans- basis, so that the customer of one : 

In issuing petroleum directive No.|and functional inefficiences in the portation system, caused a shortage company will be no more favorably & 


From meat cutters to wood finishers 
Chicago and Cook County locals affili 
ated with the AFL supported the Treas 
ury Department's payroll savings plan 


HERE'S aA LOVELY SOFT tad with full-page copy last week in all six 


BLANKET... JUST IDEAL "ld & és see ee 
FOR YOUR NEW 


CARRIAGE 


situated than the customer of an- 
other 

“Over a long period the public 
would lose by such action, just as 


they lose by substitution of tank ca 
tor tanker transportation and the 
other necessary actions that have 
been taken In the emergency the 
public will gain East Coast con- 
sumers will have more supplies and 
they will be more equitably 4d 


tributed.” 
Using Solid Trainloads 


Under the new setup, aiready u 
operation, tank cars will move to 
the seaboard in solid trains, whe 
‘ver practicable, and will be un 
loaded only at selected, centrally 
located terminals in each of six 
zones into which the 17. rationed 
states will be divided 

Incoming supplies of all principal 
products, a well as all products 
manufactured in Eastern refineries, 
vill be pooled for allocation among 
all companies operating in a pai 
ticular zone in proportion to thei 
percentage of total sales in that 
zone in 1941 

* *  ) So tar as possible distribution 
Wi our ran e inc U e from the central terminals will be 
e by truck transport, tank truck o1 

berge. The solid trainloads will not 
be broken up, but returned intact 
to the West for a new load 


Monroe to Ryan 
through the modern department store. Who decides? Rae RONTOS, CUNY Chiat of As- 


A PERMANENT MARKET vertising Counselors, Phoenix, Ariz.., 
’ The whole department store management team .. . but just FOR EQUIPMENT Te ee ee ee 


* AKE the “major line” classification, and you're in... all 


or bins, Los Angeles agency, has been 
ae ° one . appointed assistant director of pub- 
. what is said in a store meeting to 100 or 1000 clerks, as well as AND SUPPLIES lic relations for Ryan Aeronautical 
iy : . , - Company, San Diego Cal 
: to Junior Executive and Buyers’ meetings, depends to a large Department stores are large year 

degree on how well you have sold the store training director. The in and year out operators. Their * 
x needs are enormous and they are 


, sure way to gain his or her attention is an advertising program always in the market for new and 
% in the DEPARTMENT STORE ECONOMIST. The training better equipment. Sell your way In j } 62 


: . re sie into this rich market and you stand 
director is one of the most ardent readers of the ECONOMIST. to make large volume sales and 


¢ d * e@ 
r Here you can get her responsive ear with the salient points get substantial repeat business. a vertising pages 


" ee ; ; : ‘ You can also sell to thousands who . 

\ about YOUR merchandise which she is looking for to pass follow the lead of the big stores. during the first 9 months 

. : . ; a. ee ° 

along to the store family. Your message will also be read by all Reach all your prospects in this (25% more than last year] 
he | : ' profitable field —efficiently, over 463 advertisers talked 
the important teammates as well — the top executives, the buy- effectively, and economically — by ‘to Business Week's 400,000 

ae ers, the merchandise, advertising, and display managers. Tell advertising in... readers ... today's most 

_. DEPARTMENT STORE ECONOMIST Y 


and sell through the top paper in the fop retail field. active sales territory! 


Be ke ee ee i a inns aoe ae : ee ee NN oe A ee aS ai | a ee ae ile AFR. = eRe . 7 ry a, anal sd 


mee! 

s Ge 

ee ‘ ee 100 EAST 42ND STREET +*+ NEW YORK CITY 

- A Chilton @ Publication PHILADELPHIA: 56th and Chestnut Streets; CHICAGO: 29 East Madi- “e 

rote CCA ~ 30,000 son Street; CLEVELAND: 1836 Euclid Avenue; LOS ANGELES: 201 Oceano en 6 Go ae es 
? Drive; BOSTON: 140 Federal Street. America today. Wherever you find it, you 


find a business man . . . well informed."’ 
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Now Bunker and Downing 


John Bunker, Inc., Cincinnati 
agency, has changed its name to 
Bunker and Downing, Inc. Richard 
D. Downing, vice-president of the 


new company, formerly was with 
Procter & Collier Advertising 
Agency, Cincinnati, and Hugo 


Wagenseil & Associates, Dayton, O. 
Offices of Bunker and Downing are 
in the Schmidt building, Cincinnati. 


WRITE 


(LEZ LZ, 


OFrriciAL PUBLICATION 


AMERICAS 


Over 1,000,000 organized tenpin bowl- 
ers throughout the United States and 
Canada are starting their heavy fall 
and winter bowling schedules. Their 
various needs include the best in 
alleys, personal equipment and num- 
erous sundries. BOWLING is_ the 
major medium to carry your message 
to these sport enthusiasts. 


Boost your sales by contacting this 
huge market through an _ effective, 
consistent, advertising campaign in 


BOWLING. 
Write for detailed information 
Advertising Department, BOWLING 


The American Bowling Congress 
2200 North Third Street 
Milwaukee, Wisconsin 


Prune Promotion 
Dies as Result of 
Growers’ Apathy 


Successful California 
Campaign Becomes 
a War Casualty 


San Oct. 1. Cali- 
fornia’s prune proration 
program was ruled out this week as 
a probable war casualty, following 
failure of a referendum on a pro- 
posed 1942-43 marketing program. 
A half-million dollar trade stimula- 
tion program, which had increased 
sules 15 per cent in the past four 
years in the Eastern markets where 
edvertising was concentrated, is 
suspended for the ensuing season 
and may not be resumed for the 
duration. 

Fortunately, a petition which had 
been filed in June with the 
fornia department of agriculture by 
prune growers to drop the market- 
ing program entirely failed to carry 
sufficient signatures. While there 
will be no marketing program this 
season, the door is still technically 
open for 1943-44 and future 
sonal campaigns to be submitted to 
the growers for approval. 

Following the vote of the growers 


Francisco, 
seasonal 


sea- 


Cali- |} 


that they did not favor promotion 
for the 1942 crop season, State Di- 
rector of Agriculture W. J. Cecil 
recommended that the program 
committee of Prune Proration Zone 
No. 1, San Francisco, liquidate its | 
office, an activity which is now be- 
ing carried out. Mr. Cecil pointed 
out that there is no connection be- 
tween the referendum on the 1942 
program and the recent WPB order 
freezing prune tonnage in order that 
the Army, Navy and lease-lend re- 
, quirements for prunes could be ful- 
filled. 

A long-recognized apathy of agri- | 
cultural producers to do anything 
marketwise except when the wolf 
is actually at the door is credited 
with suspension of the prune pro- 
gram. Mr. Cecil termed the vote 
on the referendum, slightly over 
3,000, as “disappointingly light.” 
With current indications that the 
major volume of the prune crop will | 
go to government agencies, and the 
assurance by Agricultural Market- 
ing Administration of substantially 
higher prices, a minimum of $135 
per ton this year against $71 last 
year, growers apparently lost in- 
terest in any campaigning for the | 
| present. 


Started in 1937 | 


Operating under the California | 
Agricultural Proration Act, the 
marketing program for prunes was 
adopted at the beginning of the 1937 | 
crop season. Among provisions of 
the program were those designed 
to prevent sub-standard prunes | 


from being marketed in regular 
trade channels, and provisions to 
conduct trade promotion or adver- 


tising programs to encourage the 
sale of California prunes in do- 
mestic markets. Federal financial 


assistance programs to help offset 
the loss of export markets for 


|prunes have been operated in con- 


junction with the proration pro- 
gram during a number of seasons. 
In February, 1942, the Agricultural 
Proration Advisory Commission ap- 
proved an amendment to the pro- 


gram authorizing a _ referendum 
among prune growers for each sea- 
sonal program. Under this _ pro- 


vision no program could be put into 
effect for any season unless a ma- 
jority of the growers voting favored 
the program. 

The program committee of Prune 
Proration Zone No. 1 was set up at 
San Francisco to supervise the mar- 
keting program for prunes. Its 
trade stimulation program has in- 
cluded dealer service work in major 
markets in the East, distribution of 


|recipe books and dietetic informa- | 


tion promoting the health qualities 
of prunes, and radio, magazine and 
newspaper advertising. The com- 
mittee was empowered to fix and 
collect from growers a fee of 75 
cents per ton on the certified ton- 
nage of prunes. The fund averaged 
$125,000 for each of the four years 
of operation. The San Francisco 
office of Lord & Thomas handled the 
advertising. 

From the advertising point of 
view, opinion was unanimous that 
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the prune program was highly x 
cessful. C. F. Glenney, manager of 
dried fruit sales, California Packing 
Corporation, packer of Del Monte 
prunes, expressed regret over 
pension of this trade stimulation 
program. Del Monte prunes were 
tied in closely with the grovy ’ 
advertising program. Califo 
prunes were also featured in the »a- 
tionwide advertising and dis) ay 
material of many other food inc js. 
tries. 


Edge and O'Neill 
Resign from Dorland 

Former Ambassador Walter F 
Edge and Paul J. O’Neill have e- 
linquished joint control of Dorl. nq 
Advertising Agency, Atlantic C 
effective Oct. 1. 

The agency will continue ope 4- 
tion under the direction of Eug: »e 
A. Tighe, office manager; Willi m 
H. Manning, space buyer and p)o- 
duction manager, and Edward J 
Wallis, account executive, who h: ve 
been with the agency for m 
years. 


Sponsors Badger Games 
The 1942 University of Wiscon. in 
football games will be broad: 
over the Wisconsin Network for ‘ie 
second consecutive year; unce: 
sponsorship of Plankington Pack 
Company, Milwaukee. The stati 
included in the network are WR.) \N, 
Racine; WHBY, Appleton: KF!Z, 
Fond du Lac; WHBL, Sheboyg 
WCLO, Janesville; WIBU, Madis 
WFHR, Wisconsin Rapids; WTA\ 
Green Bay, and WEMP, Milwaul! 


‘Press’ Publishes 
Aviation Brochure 


The Pittsburgh Press _ recent 
published an _ elaborate’ brochur: 
depicting America’s growing a 
mindedness. 


By reproducing numerous a\ 
tion news stories, features and } 
tures from its own columns, t 
Press demonstrated that interest 
aviation has been fostered by t 
consistent appearance of aviativ: 
news in American newspapers 


Named Kroger Head 


Charles M. Robertson, sen 
Vice-president, has been elected 
president of Kroger Grocery & B 
ing Company, Cincinnati, to succes 
the late Albert H. Morrill. No s 
cessor to Mr. Morrill on the bo 
been named. 


has 


Carr to Red Cusee 


Marie Jo Carr has resigned f1 


D'Arcy Advertising Company, St 
Louis, to work for the Ameri 
Red Cross as supervisor of Ju 


Red Cross in county parochial and 
St. Louis high schools. Miss Car 
had been with D’Arcy for 19 ve 
in the service department and 
stylist. 
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Columbia's Station for all Southern California « Owned and operated by the Columbia Broadcasting System « Represented nationally by Radio Sales in New York, Chicago, St. Louis, Charlotte, and San Francisco 


425 8. WABASH AVE., CHE 
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; COMBAT JOB ts to combat rumors 
_and there ts real and urgent need 


for men like you to volunteer for this 


work. 


For, today, Goebbels’ immoral, con- 
niving machine—which helped demoral- 
ize France, Poland, Belgium, Norway, 
and Holland—is at work in America... 
trying to make us lose faith in our gov- 
ernment, our allies, our military leaders; 
trying to sow distrust between employee 
and boss, between Gentile and Jew, be- 


tween white man and black. 


Many of your fellow Americans are 
swallowing some of this propaganda for 
fact. For Goebbels’ lies are so clever at 
times, so plausible, that it requires a 
sharp mind and an alert one to spot prop- 


aganda as propaganda—then to spike it. 


| . . 
Non't you appoint yourself a Rumor- 
Warden and help out on this job? You are 


Id¢ htted for it—for tevo reasons. 


lhe first is that, as an executive, you 
are trained automatically to question 


thines, to probe below the surface, to 
sep 


ite wheat from chaff. You can rec- 


Com bat service at home 
r Executives 


ognize these rumors for what they are. 


The second reason you would make an 
exceptionally good Rumor-Warden_ is 
that your word carries weight. Your 
opinion is respected both at your office 


and in the community where you live. 


So, every time a friend or an acquain- 
tance of yours repeats a Berlin-born 
story to you, won't you point out its Axis 
origin and the importance of not repeat- 
ing it? And ask him, as a good American, 
not to pass on any future “news” until he 


checks it against these questions? 
1. Does it hurt morale ? 


2. Does it make you distrust your gov- 
ernment, business, labor? (Divide 
and Rule is Hitler’s policy.) 


3. Does such a rumor tend to dis- 
credit our Allies ? 


4. Who would benefit most by spread- 
ing this rumor—our enemies or the 
United States? 


Rumors come to you by organized effort. 
It takes the same kind of effort to defeat 
them. 


YOUNG & RUBICAM, INC. 


advertising 


NEW YORK + CHICAGO - 
HOLLYWOOD . 


DETROIT 
MONTREAL 


«+ SAN FRANCISCO 
+ TORONTO 
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McKay Advanced . from 18.0 to 14.4. A total of 20,- FAMILY. INCOME RISES RAPIDLY 
W. J. McKay has been appointed | UJ, Ja aml y NcoOme  °92.5e6 een $5,000 $3,000-  $2,000- += $1,000- ~—— Unde 
space buyer at the main office of In the ur eae ores own. Year & Over $4.999 $2.999 $1,999 $1.00 
McKim, Ltd., Montreal agency A similar trend was noted in an on 9 
; M 0 { f imalysis of estimated income for 1937 4.3 8.1 19.8 39.4 28.4 
analysis Ss ate a ‘ s 1.7 30.9 
(Advertisement ) combined urban and farm families, ~ : 
1a oves UUT 0 dye Paar del 1938 4.2 8.0 19.2 37.7 30.9 
ata ‘ ae 1939 4.0 7.7 18.6 36.5 33.2 
covering 34,861,625 units. Since = 4 4 
: iain 1940 4.1 8.0 19.1 37.2 31.6 
January, the $2,000 to $3,000 group pig pie pg 
O1or Fini TI ras ana 1941 4.4 8.5 20.2 39.2 1.7 
owes rac e . rose from 23.7 to 26.6 per cent of the 4 . pg paige <a a - 
‘ 2 ‘ *1942 5.7 12.1 23.7 36.5 22.0 
total; $3,000 to $5,000, from 12.1 to Pa : 4 : one po Z 
+ n 9 **1942 7.4 15.2 26.6 32.3 18.5 
N | Pp 15.2 per cent; $5,000 and over, from (*) J ; 
ner ates early 50 Per Cent 5.7 to 7.4 per cent. Families with (*#) July , 
1 H income between $1,000 and $2,000 es 
e of Units Receive declined from 36.5 to 32.3 per cent: This chart, based on estimates made by Macfadden Publications, reflects th 
é Solves Production More Than $2 000 and those under $1.000. from 22.0 chenges in family income wrought by America's war effort. The figures cove 
/ Pp bI A ee ‘ to 18.5 per cent farm as well as urban groups. 
io TORNOMS rising New York, Sept. 30. A rapidly The latest estimates are particu- ie 
a from Color Film shifting pattern of family purchas- larly striking when compared with Of over $2,000 a year, with almost Totten Reelected 
ing power in wartime America was estimates for previous years. In 28 per cent in the group over Carl E. Totten, editor of “Sh«}! 
Our highly perfected technique revealed this week by Macfadden 1937, for example, only 4.2 per cent | $3,000. News,” house organ of the Shell 
brings you an art-copy color print Publications in a midyear estimate of urban families were placed in The formula used in arriving at|Company, San Francisco, has be 


that fully reproduces Kodachrome of income. distribution which the top-income classification; 8.1|the latest figures has proved un- reelected president of the Pa ( 
on paper. We retain the lifelike, cnowed substantial gains in the per cent in the $3,000 to $5,000! usually accurate in the past, when Coast Association of Industrial E:\\- 


rich quality of your film transpar- jjqdle income groups and dwindl- group; 18.9 per cent, $2,000 to|estimates were compared with offi- tors, an affiliate of the National 
ency. We can enlarge, reduce or 


: “ ‘ : ‘ 2 sj ndustrial Editors’ As- 
print same-size ing totals in the lowest classifica- | $3,000; 38.1 per cent, $1,000 to $2,-|cial government data released su eee he is or ool 

} ec J wa. . *-« y 7 ‘Yr ce oy | > > , ; y . > * > 

This print we call a Chromart, “OMS. , 000; and 30.7 per cent, under $1,000. | sequently. dent. Other officers elected wer 

. You can display it, retouch, air- Between January and July of this In releasing its latest income In dealing with the question of | William Welsh, Crown - Zellerbe«! 

as brush, paste into artwork. It is year, the estimate revealed, the per- breakdowns, Macfadden’s research | what has happened to family income | Corporation, vice - president, a» 


magnificent copy for plate-making. centage of urban families with in- department pointed out that in his| distribution as a result of men now | Willard Swain, California Ha- 
Priced from $38. Investigate this come between $2,000 and $3,000 rose Labor Day message to Congress,|in the armed forces, the analysis| waiian Sugar Refining Corporati 
print: from 26.1 to 28.7; $3,000 to $5,000,| President Roosevelt estimated that | pointed to additional family mem-| secretary. 


from 13.4 to 16.5; $5,000 and over, this year more than one-third of | bers employed with more and more 
PHOTOCHROME LABORATORY ,,.. 1 7 


from 6.8 to 8.4. At the same time, American families will have an an-| women on payrolls. Actually there 


| Sponsors Grid Games 
837 N. Fairfax Hollywood the percentage of families in the nual income of $2,500 or more. The|are 3,000,000 more workers em- Tide Water Associated Oil C 
" a) . ‘ - . — Lo "ac . . co : sarly inte ay P ine staan sit : « >. c pp ) 
Overnight by Plane $1,000 to $2,000 group has dropped current figures disclose that nearly | ployed today than there were six pany will sponsor Pacific Coast 


from 35.7 to 32.0; and under $1,000 | 50 per cent of families have incomes! months ago. 


tercollegiate football games ag 
this year, despite impending ga 
line rationing. Instead of confin 
the releases to two networks as 
past years, Tide Water has con- 
tracted for Columbia Pacific Net- 
work, 13 games; Mutual-Don Lee 
Network, 16 games; and Blue Ne! 
work, 19 games. Flying A gasolir 
and Tydol motor oil will be adv 
tised. Lord & Thomas, San Fra 
cisco, is the agency. 


Issues Defense Index 


As a part of its advertising p 
gram, the Port of Oakland, board ot 
port commissioners, Oakland, C: 
has issued to its shippers and oth: 
patrons a Civilian Defense Indes 
which, in concise form, presents a 
curate information relative to 
phases of civilian defense and first 
aid 
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The Parents’ Magazine Ihe Parents’ Magazine 


COMMENDATION SEAL 


BALTIMORE'S BLUE 
GUARANTEE SEAL ay NETWORK 
OUTLET 


Lo 
PARENTS’ 
MAGAZINE 


REFUND OR 
REPLACEMENT 


REFUND OR 
REPLACEMENT 


prANTe, 


IF NOT AS Sin, tay 
ome ADVERTISED ncn sie aoveRriseo 


MAGAZINE 


OMNSUMER 
seawice 


THEREIN 


THEREIN 


HE Parents’ Magazine Com- The magazine’s paid circulation — clubs and parent-teacher associi- 
mendation Seal, awarded by — exceeds 640,000. It is known by tions. It is published with the co- 
the magazine’s Consumer Service reputation by virtually every operation of four great univer- 
Bureau after careful Product Stud- mother and father in America as sities. 
ies, is being used increasingly and the authority in its field. It is used 
renders unquestionably a useful as a basis of discussion and study Manufacturers and advertising 
service to both consumers and in tens of thousands of mothers’ agencies are invited to send for our 


manufacturers. In response to many 
suggestions and requests Parents’ 
Magazine now announces a new 


booklet giving full information 
about the Seals, the conditions and 
rules governing their use, together 
with application blanks for Prod- 
uct Studies which are prerequisite 


Seal which carries with it a refund 
or replacement guarantee. No 
product is awarded the use of 
the Guarantee Seal that is not 


to the awarding of the Seals. 

° « - * The are < , » ; o 
eligible for and worthy of the Che Parents Magazine Con 
Commendation Seal. The same 
standards on which the Commen- 


sumer Service Bureau makes no 
charge for any of its services and 
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dation Seal is awarded apply also will gladly consult with manufac- 


. ~ “or eo thea 
to the Guarentee Seal. turers and agencies regarding the 


development and promotion of 
Che Parents’ Magazine Seals in- trade-marked products for homes 


spire confidence and increase sales! in which there are children. 
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| pene anlNniNNY AA | 
Che Parents’ Institute, Inc., Publishers of “Parents’ Magazine” 


§2 Vanderbilt Ave., New York, N. Y. | 


Please send me, without obligation, your booklet giving full information about the Parents’ Magazine Com- 
mendation Seal and the new Guarantee Seal, together with application blanks. 


NAMB COMPANY 


Ce iil, | 


\DDRESS 


SPOT SALES, | 
New York - Chicago - San 
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Sit te ae Se Se ee . ae 


A DOG’S 
EYE VIEW | 


OF THE WORLD 


ta eS 


The dog . . . poor canine . . . cannot see color. His world is a black 
and white movie. Yet any dog will tell you that he finds it interesting 
to look at. He knows, as some advertising men seem to have forgotten, 
that between white and black there is a whole keyboard of color! 
A skilled artist and engraver, working together, can put color contrasts 
and values into black and white reproductions that you would scarcely 
believe possible. This page is a fair example. @ If your problem, like 
that of many advertisers today, is to make every black and white page 
go further, let us show you what can be done with good art and fine 
engraving to put your story over in ‘one’ color. Our reputation has 
been built on the superior quality of our full color work. We are said 
to be “color conscious.”’ And so we are. We can see real color possi- 
bilities in black-and-white engravings that others often regard as routine 
stuff. @ Why not step up your black and white work by calling us in 
on your next job? We will be glad to suggest art treatments and artists 


to execute them 
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Why ies Story is 
‘One Book Lis 


TRUE STORY —published exclusively among all major magazines for Wage Earners—reaches more 


N9 


Wage Earners than any other magazine in the world! ..at!/2 the cost of the average of the 11 other 


leading magazines —far less cost than any single one! All this, plus 5 other “exclusives” as well. 


DVERTISERS today face a period of opportunity unrivalled in of magazine readers—relatively untouched—then or now—by 
A history. Millions of Wage Earner families can now, for the “white collar” magazines. 
first time, exercise almost every buying whim which advertising can Today, this same technique, sharpened by reader mail running 
stimulate. And it would seem that this situation is here to stay. into the hundreds of thousands, and a searching editorial research 
Thus, brand loyalties, more easily won now than ever before—or program, is responsible for a sensational record of circulation ' 
perhaps ever again—may determine national leadership rankings achievement, (See panel below ) "| 
for individual brands for a generation to come. Now, ‘True Story’s 5 other exclusive advantages assume increased 
Yet, to sell these families means a new approach to magazine importance to advertisers. Read them at the bottom of this page and 
advertising. Old techniques of starting lists with weeklies or service see for yourself why ‘True Story is the most powerful “one book list™ 
magazines are open to question. For, only one major magazine in in existence...why ‘Prue Story should be the operating base for 
the world edits specifically in terms of these families. That magazine your 1913 advertising, and for your brand position in all the 
is True Story. years lo come, 


True Story’s development to one of the world’s most important 


advertising media has been hand-in-hand with the growth of the 


Wage Earner market. 23 years ago. its first issue sprang from the 


se ; True Story’s 1942 Circulation Running 
struggles of these families to become adjusted in a changing world. ‘ 5 


To reach them, True Story invented a new kind of eaitoral fil HIGHEST IN 4 YEARS! 


You 


. = ; .. os ‘ white 

chnique—precipitated on their problems—in simple, chronological, : . ye 
techni ju precipita f pp blems a | ironological Last 9 issues show an average newsstand increase of 31.5% — 
first-person style. , 
havin 


NOW 2,000,000 per issueG UARANTEED 


Sia Na ba ce ee wee 


With this technique. Truc Story uncovered an entirely new level 


Here’s Proof of True Story’s Pulling Power 
‘OD, et 


Pep—thanks to 
True Story.” says 
L. S. Reed. of the 
Weis Self Service, 
Harrisburg. Pa. 


True Story boosted 
my salesofShredded 
Ralston 61°; 
in just one 0 
week? SANS Milton 
Waldman, Packer's 
Outlet. Toledo. 


(cow. show sales iINnCreases when True Story = distin ) 


cards, and nothing else, are added to simple mass displays 
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the Most Powerfu 
Existence! 


| HEAR THE SMITHS ARE LETTING 
THEIR MAID GO... THOSE NEW TAXES 
AND HIGH LIVING COSTS HAVE 
PRACTICALLY CUT THEIR 
INCOME IN HALF! 


YouWon’t Find True Story except in rare cases, in tay-cramped, 
white collar homes like this. True Story doesn’t talk their language. These 


are the families whose buying power is off...who, all over the country, are 


having to curtail their expenditures more than ever! 


ISN'T IT GRAND, MRS. WILSON, THAT 
OUR MEN FOLK ARE DOING SO WELL 
AT THE PLANT...WEVE BEEN ABLE 
TO AFFORD SO MANY THINGS 
WE COULDNT BEFORE! 


You Will Find True Story in homes like this..chomes of Wage 
Larners whose incomes (according to one survey) are up 137 across the 
nation. ‘Today, they are forming new buying habits...reach them now 


through the one major magazine aimed directly for them—'True Story! 


TOP OF YOUR LIST-OR ELSE YOU°VE MISSED 


OMY 235 Bes Buy! 
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Voice of the Advertiser 


ment is a reader's forum Letters are welcome 


CHANCE FOR A TRIPLE PLAY 


This depart 


‘Foul-Play Combination’ 
Will Lose the Game 


To the Editor: We thought you 
might be interested in this institu- 
tional ad for Alpen Brau beer. 

Last year, when the Cardinals and 
Brooklyn were fighting it out to a 
photo finish, and the Cardinals were 
nosed out, we created an ad head- 
lined “Cheer up, Johnny—the Car- 
jinals weren’t beaten!” 

The theme of this ad was the fact 
that a team may be outplayed and 
lose—but a team that is not out- 
gamed is never really beaten It 
ran in all three St. Louis news- 
papers the day that the Cardinals 
lost the arithmetical chance to over- 
take Brooklyn. 

There was such a spontaneous re- 
sponse from Alpen Brau _ dealers 
and the general public to this in- 
spirational message, that we have} 
been on the alert for a worthy 
sequel. The enclosed ad is our 
effort in this direction. We hope it 
goes the “Johnny” ad one better 
ind is equally prophetic. 

IRWIN A. OLIAN, 

Olian Advertising Company, St 

Louis. 


7 FT F 


‘Back on the Farm’ 

To the Editor: Another week of 
ar and “The Diary of an Ad Man.” 
And Sherman said, “War is hell.” 

With the farm labor situation so 
unenlightened and so insecure, I 
have a suggestion to voice. All 
these prominent and widely known 
idvertising men who drape them- 
selves across the diary section of 
ADVERTISING AGE every week and 
talk about catching the train back 
from work to the farm should 


devote all their energy to produc- | 
tion. To put them on the spot, I| 


ask them to “Stay Back On the 
Farm—Or Stop Talking About It.” 


General Hershey should” know | 


vbout the vast and untapped man- 
power behind swivel-chairs who 
love to talk about their farms in 
uch vehement fashion. ‘lhe solu- 
tion is here. Draft ‘em now for 
farm work. This is just some bile 
I piled up while meditating over the 
food for thought in “The Diary of 
in Ad Man.” 

It's not copyrighted so you can 
print it and serve it to the other 
readers of your paper. It’s all in 
fun 

RICHARD HAMBURGER, 
Rockville Center, N. Y. 


v v v 

Ad-libbing Takes on 
a Very Funereal Look 

To the Editor: A lovely epitaph, 
Ad-libbing, on the passing of the 
social telegram. Engraved in stone 
it would stand as a monument to 
the opinionated literati’s intolerance 
of the inarticulate masses 

For shame! 

Not everyone, you know, can lead 
u pencil by the nose. Not everyone, 
if you please, knows, as you must, 


that there are other words than | 
moon to rhyme with June. And not | 


everyone, as I know, looks with 
disdain upon the very useful and 
leudatory life which has just 
passed On as a sacrifice toward Vic- 
tory. 

I sit at its bier, among the first 
in the row of mourners, for I am 
( losely akin to the singing telegram, 
the Wedding Message No. 31, and 
the Birthday Greeting No. 7. I 
weep at its passing, for to me it is 
i child that is gone. Yes, a child, 
i once lusty child, born of the 
greeting card industry 

No, my friend, its passing will not 
leave a bloody trail of torn and 
lacerated finger nails, mutilated fin- 
ger tips and splintered pencil ends 
These tortures, perhaps even ex- 
auisitely enjoyed by you as a 
vouthful swain, my little under- 
taker, are no more, nor have they 
been these many, many vears. 

The greeting card, the parent of 
the social telegram, is still here, as 
t always has been, to ableviate that 
suffering you describe, and _ the 
inarticulate masses (3,000,000,000 of 
them this year) who have looked 


to it in the past for expression, will 


, Ase ee 5 ah Bae te 
Se het PE Sle CRE AR 


= 
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Columbia Brewing Co.'s copy supporting the St. Louis Cardinals in the World 

Series switches emphasis from the Brooklyn Dodgers, whom the Cards nosed out 

in this league race, to an entirely different team of “bums''—the Axis powers. 
This ad appeared in all St. Louis papers. 


Be inten to the little Red Bird, Adolf... 
it’s telling you 


gained by any such advertising have 
to be reasonably sound and practi- 
cal before the income tax division 
will approve the expenditures as 
having an “allowable tax position.” 
This means that advertising which 
is actually “money wasting,” as Mr. 
Rosenberg terms it, will prove very 
cxpensive as the advertiser will 
virtually pay double for it—once as 
an advertising expense and again as 


— 


the individual sponsorship of 
war plants in order that they m 
emphasize the necessity of s 
metal in their production. The c 
paign totals 11,760 lines and 
enthusiastically received by 
industries to whom it was 
sented. 

We are sending you this infor 
tion and would be glad to su; 


COLE META BREWING COMPANY & SAINT LotES, MESS@nmE 


continue to look to it until they, 
too, learn to write a column 
Yours in levity, 
F. F. DRUCKER, 
Advertising and Promotional 
Manager, Gartner and Bender, 
Inc., Chicago 


‘Nice Crisp Bonds’ 


To the Editor: A card similar to 


|the one enclosed with this letter is 


attached to all checks issued by this 
agency. 
Some © ol out accounts have 


Fait Warning 


The meary tn back of this check ts worth « bandred 
conte on the dollar today and tomerres aad temerrew 
and tor as many more tomorrows a* this sation shall 
romain « iree peepic. 

te payteg this bill we want oe to heow that you beiped 
=e te make « pretlt on the payment this check repre- 
oonts. Maybe lt was « profit in money: it could be « 
prett on services readered or reeeived, or maybe « 
plessare-preft derived trom tree enterprise. 


Now-s-days 

Wheeever ae make « profi we tavest te t. & Bar 
Bends, jest se thet #* can contines te werk as 
free men. 

Vou, tee, made « preft' Hew aheoat some aice ertep 
bonds today? 


| 
| 
| 


yf co? - 
<trank Yoel & Ge., Ine. 


adopted this monthly reminder for 
their check payments. Perhaps some 
of your readers might use the idea 
ito boost the sale of U. S. war bonds. 
FRANK BEST, 
Frank Best & Co., Ine., New 
York. 


. v v 
Drew Draws Bead on 


‘Rosenberg Letter 

To the Editor: In the “Voice of 
the Advertiser” of your Sept. 28 
|issue, you published a letter from 
|Harold H. Rosenberg, president of 
| Industrial Publications, Inc., that 
itakes an indignant swing at what 
he calls “money wasting advertising 
ithat is being placed in general 
imedia under the guise of patriot- 
ism.” 

In the first place, such a blast is 
jrather untimely stone-throwing by 
a glass-house resident. Under the 
pressure of today’s drive for pro- 
duction that keeps all important 
industrial personnel “too busy to 
eat,” there is very little time given 
by anyone to reading during office 
hours. Only a rare few trade jour- 
nals are good enough to get any iat- 
tention in America’s factories undet 
present conditions. How many ad- 
vertisers are unaware of this can be 
judged by the millions ot dollars 
that are really being wasted on 
good, sound industrial trade journal 
copy that always reaches the desks 
but seldom the eyes of the men in 
industry. The increasing volume of 
industrial advertising in a relatively 
few general magazines which are 
read at home and “not merely 
received in vusv offices is but the 
natural move of alert advertisers 
who appreciate that reading, not 


circulation, gets result 


Second, most of the “industrial” 
advertising now appearing in gen- 
eral media has broad economic aims 


enthusiastically endorsed by §far- 
sighted government officials (in- 
cluding those in the U. S. Treasury 
Department) and a one who 


AST minute data from 

Bureau 
Michigan 
workers ino all types of oc- 
t higher 
median wage than those of 


cupations enjoy 


any other state in the Union. 
The figure is SI136 for 1939. 


TODAY the U.S. Department of 


Labor records an increase of 52°, ket 


Department 
cites an average weekly wage for 
July. for all employees engaged in 
manufacturing, of $47.60. There 
can be little doubt that Michigan 
workers, and especially those in the 


Det 
the 


you 


roit: industrial area, are 
highest paid in the 


nation. 


Which means what’ ‘To 


.as a purveyor of mer- 


chandise it) means BIG 
BUSINESS. It means that De- 


troit’s industrial area market is the 


in weekly earnings of automotive 


nation’s busiest. biggest. best mar- 


POS. Detroit expects an increase of OOOO people within the coming year. 


The Detroit Free Pres 


Story. Brooks & Finley. Inc.. Natl Representatives 


a non-allowed tax deduction. Such coy _— pony arg ao n aap 
T advertisers will be fooling neither | * ye cee mre a Ps a — : * 7 
D [SN the tax collector nor the public for |!" °% miglibae cexoeed a oh 
A very long as they are committing is now underway. Mats of t \( a‘ 
/ nothing short of business suicide. advertisements are available u 5 ti 
a Advertising’s greatest danger lies | ™eauest. , B YS 
G ENO not in its critics outside the pro- J. A. CALDWELL, for 
Bl fession but in those critics within Promotion Manager, Port Huro anc Cl 
_ who speak boldly on phases of the Times Herald, Port Huro: . 
sc work beyond their experience or Mich. ne 
understanding ' = * ) 
L. A. Drew, ‘ +4: C 
Vice - President, Kirkgasser- It's Legitimate Lie 
' OO " Drew, Chicago. To the Editor: The bane of he \- servin 
: # Semen then tro cnal, ,¢#ee? line writers—space limitation- rect 
Al B cE = =n Pooks me taken a step beyond the newspa take O 
pen tau a Some Local Plants Support column and the theater marques ie 
Scrap Metal Drive plague juke box operators, + i 
To the Editor: Of special interest | “Column width” on the selection | s1 Comps 
to newspapers might possibly be the |of a Wisconsin machine lopped . ff the be 
campaign of scrap metal advertise- | the last word of the title to the tur. in the 
ments now appearing in the Times|“I Wonder When My Baby’s Co:>- vertisi 
Herald. These advertisements were | ing (Home).” calend 
developed in an effort to awaken | N. H. JACOBSON, tion 
the public to the vital need of scrap| Advertising Department, Allis phrase 
metal. Chalmers Mfg. Company, Mil ast | 
Rosenberg that the objectives to be The campaign was prepared for waukee. Jusine 
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Dor 
workers alone, since 1939. The | Bae the sales opportunity = | 
of Labor offered through the 380,000 Chay 

families who buy The Detroit Free = 

Press each morning. It’s an EX- a 

CLUSIVE opportunity the only Lan 

. . ‘ sol 

morning newspaper in a market of re 

over 2,000,000 people. alls 

at! 
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sta? . ‘ts < . " a a - . . . ‘ . 
See Excellent 4 products and improved meth- To Liquor Publications To ‘Hardware Retailer’ Levy Takes OWI Post 
= Jack J. Boyle, for 13 years a Earl W. Scrog formerly ; r Lt. Leon Levy resident of 
a eee eee einai : ‘ y Fi . Scrogum, formerly adver- _. : y, &| 
ah attendance at the area space buyer for McCann-Erickson tising director of Outdoorsman. has WCAU Broadcasting Company, 
Was avout equal to that of last year, | and for three years sales promotion hee . anager ; , Philadelphia, has been relieved from 
; Sie . reg? sgh hee een appointed manager of the ae We 
ture or with sev en less exhibits than in 1941. manager of Elks Magazine, has been Chicago office of Hardware Retailer. duty by the U. S. Navy to take over 
The association reelected all officers named vice-president and advertis- anq wil] represent the publication | the post of consultant to the radio 
for the 1942-43 year, with the ex- ing director of Liquor Publications, j, [}Jinois. Lowa Missouri, Wiscon- bureau of the Office of War Infor- 
- - ception of C. Wilson, Osborne Com- New York. sin and Minnesota. The Chicago | ™&tion. 
peda 1e$ pany, the newly-elected vice-presi- , a office has been moved to Tribune 
cent. Advertises Morgan Hats = Tower 


Chieago, Oct. 1.—Makers of ad- 
ver'ising specialties, gathered here 
thi. week for the convention of the 
Advertising Specialty National As- 
tion, predicted that the com- 
ng year will be a prosperous one- 
for everyone except users of metal 
critical plastics. 


al 

e bulk of the specialty busi- 
ne however, has always been in 
and cardboard, principally in 
C% dars. The specialty men be- 
lie that now, with name-pre- 
ser\ ing and institutional advertising 


ving emphasis, their 
take on a new importance. 
H. Grady of Osborne Company, 
’ ision of American Colortype 
pany, said that to date 1942 is 
vest year the company has had 
past 11 years. He said ad- 
tising specialties, particularly 
ndars, perform a timely func- 
“A calendar says,” he para- 
sed it, “‘Thank you for your 
past business, and for your future 
busine We can't deliver now, and 
i know why.” 
lwo things are offered by adver- 
tising calendars, Mr. Grady  be- 
one is visibility, the other 
itality—-which in this case means 
the advertisement held be- 
the customer for long time, 
epeating its message. 
H. M. Messenger, Messenger Cor- 
oration, reported that his field, re- 
calendars, looks forward to 
good year. Sales for 1942 are up 
cent, he said, recalling that 
are always good sales 
in the religious calendar field. 
iderable ingenuity has been 
sed by the makers of novel- 
Calendar makers had one 
the metal clips used 
the date tables; the 
clips are now made of wood. Pencil 
ers tound a plastic substitute 
lor the metal band below the eraser, 
but now have eraser Wood, 
glass, paper, non-critical plastics are 
the materials being used this year 
Most of the plants which formerly 
nufactured advertising specialties 
metal now converted to 
work. Accustomed to die-mak- 
ng and tine operations, they quickly 
up their slack. Most of them 
e laid aside a fund to cushion 
reconversion to advertising, 
nd some say the ideas picked up 
nm war manufacturing will result in 


products 
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Frank M. Reed, formerly with 
Stack-Goble Advertising Agency, 
Chicago, has joined the WIND sales 
staff, Chicago. 


| Stanfield & Blaikie, Montreal, will 


|place fall advertising of Morgan 
hats for D. F. Morgan Company, 
Montreal. Newspapers in selected 


cities will be used, and rotogravure 
will be used for the first time this 
season 


| 
To Witte & Burden 


Witte & Burden, Detroit, has been 
appointed to handle advertising for 
Acheson Colloids Corporation, Port | 
Huron, Mich., effective Nov. 1 


MAILING SERVICE 


Multigraphing Filling-in 


Addressing —-Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St, Wabash 8655 


on 5 Rel % : ; kanal 
$ mae” ha ; 
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“HOW’S THE WEATHER UP THERE?’ 


(A quick summary of the new circulation figures* of the June 30, 1942, Architectural magazines) 


FIRST IN 


| The New Pencil Points 


Architectural Record 
Architectural Forum 


First in 


designer-draftsman 


circulation 


The New Pencil Points 
Architectural Forum 
Architectural Record 


REINHOLD PUBLISHING 


ARCHITECT CIRCULATION 


9,412 | 
9,046 — 


4,930 
1,992 
1,538 


The New Pencil Points 
Architectural Forum 
8,169 | Architectural Record 


CORPORATION, 


First in total 
building designers 


(architects, engineers and designers-draftsmen) 


16,219 
14,058 
13,009 


subscription renewals 


The New Pencil Points 
Architectural Record 


Architectural Forum 


PENCIL 
~ POINTS 


First in architect circulation 


First in 


61.35% 
60.48% 
53.07% 


“Token from October 1942 Business Paper Section of Standard Rate & Data Service 
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ADVERTISING AGE 


October 5, 


1942 


—— 


OLD STORY 


RUBBER 
CORPO 


LE 


LEE RUBBER & TIRE CORPORATION 


( ores wees 


The headline “Learn to Drive at 25" met 
considerable resistance when it was first 
used last January but time has proved its 
merit. The original save-rubber copy is 
reproduced in this six-column ad run re- 
cently by Lee Rubber & Tire Corp. in 
newspapers of 66 cities. Benjamin Eshle- 
man Co. handles the account. 


Commerce Units 


Fare Well in OWI 
Publication Cut 


Washington, D. C., Sept. 29. 
Essential marketing publications of 
the Bureau of the Census, Bureau 
of Foreign and Domestic Com- 
merce, and Division of Current 
Information of the 
Commerce were affected 
Elmer Davis’ “OWI 
3,” which last weekend froze for 

recent curtailments of 


the duration 


elimination of 239. 

Mr. Davis’ four-part regulation 
provides that all discontinuances 
and curtailments of 
and other informational materials 
made by any federal department or 
igency between July 1, 1941 and 
Sept. 25, 1942, be made binding for 
the duration of the war. The sec- 
ond part of the regulation 
lishes an inter-agency publications 
committee to recommend by Nov. 1 
further curtailments, modifications 
and discontinuances of informa- 
tional materials issued by depart- 
ments and agencies of the govern- 
ment. The third part abolishes all 
general mailing lists 
requests for “all releases and/o1 
publications,” substituting selective 
lists based on definite requests for 


estab- 


You'll have to do it figuratively, 
because Pullmatch is literally the 
safest in the world! You can actu- 
ally put the heat on the advertis- 
Pat ing world with your message on 
re i Pullmatch — the distinctively dif- 
= ferent advertising medium. 


LIGHTS WITH A PULL-- 
--PULLS BIG RETURNS! 


a iin No fumbling, no opening ond clos- 
= ing. One simple pull gives o sure, 
4 safe light. Advertising message is 
or never folded back — it's visible 
; during the striking More space for 
large cuts and copy! Pullmatch is 
so safe it can be mailed! 


FREE SAMPLES 
OF THE SAFEST MATCH 
IN THE WORLD! 


Skeptical or just curious, 
we'd like to send you some 
somples so we can strike 
up on acquaintance 


AMERICAN PULLMATCH DIVISION 
of The Kilgore Manufacturing Co. 
104 E. Broadway St., Westerville, Ohio 


bone 


go® 


‘. ‘a 
; ae 


Department of | 
little by | 
Directive No. | 


284 governmental publications and | 


publications | 


built up of | 


specific publications. This will force 
many businessmen, farmers and 
consumers to rely on business and 
farm papers and newspapers for 
such information. The fourth part 
of the regulations bans any govern- 
ment publicity releases by telegraph 
to newspapers, radio stations 0: 
other media without permission of 
OWI and at expense of the receiver. 


Agriculture Hit Hardest 


The OWI director announced that 
the study of governmental releases, 
conducted by Milton S. Eisenhower, 
associate director, and _ volunteer 
action by many of the agencies had 
resulted in an over-all curtailment 
of as much as 40 per cent in the 
number of publications and releases, 
especially in non-war agencies. 


“Many informational activities 
conducted in peacetime are none 
the less still necessary to the effi- 
cient functioning of the war econ- 
omy,” Mr. Davis emphasized, “and 
you may be sure that any recom- 
mendations made by this committee 
for curtailment of services will be 
made with this factor in mind.” 

The Department of Agriculture 
suffered the most drastic curtail- 
ment under the order. Publications 
of the Department of Commerce 
discontinued were largely in the 
field of consumer credit, instalment 
loans, automobile financing, furni- 
ture store credit, household appli- 
ance credit and_ related fields. 
Gathering of consumer credit sta- 
tistics has been transferred from the 
Department of Commerce to the 


cations 
ment’s 
was 


industrial 
cut from 30 to 
while distribution of Bureau of the 
Census publications was cut from 25 
to 60 per cent. 


Federal Reserve Board. Also dis- 
continued were publication of chain 
drug store and chain grocery store 
sales and inventories. 

Distribution of the various publi- 
of the Commerce depart- 
reference 


Eaton to ‘Legion’ 


service 
20 per cent, 


Windows Feature Stars 

Fifty -one drug stores in 
Wayne, Ind., members of the | 
Wayne Drug Club, are schedu 
windows featuring WOWO 
WGL local and network stars, 
in to the specific product prom 
by each star. Arrangements fo 
displays were worked out by 
Malone cf the station’s mercha: 
ing department. Display units 
sist of three panels each contai: 
two photographs. 


Margaret Sidney Eaton has re- Moulton Advances Legg 


signed from the promotion staff of 
Collier’s, New York, to join Ameri- 
can Legion Magazine, New York, as 
promotion 
succeeds 


manager. 


Frank Lisiecki, 
been named art editor for the pub- 
lication. 


Eaton 


Moulton Bartley, Inc., St. L 
has appointed James S. Legg as 
retary of the company. Mr. L 
who has been with the company 
three years in an administr: 
capacity supervising sales and 


has 


its, will continue his present dut 


The CHILTON GROUP 


THE IRON AGE, stalwart of the 


metal-working industry. 


7 
HARDWARE AGE, the leader in the 4 


of hardware distribution. 


. 

DEPARTMENT STORE ECONOMIST, ! 
in its field. Reaches more key depo 
ment store people than any other b 
ness publication. 


e 
BOOT AND SHOE RECORDER, aut! 


tative in the shoe business 
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ADVERTISING AGE 


N. Y. Ad Club’s 


uled for the coming months will 
cover general rationing, price con- 


recting a group of 
nouncements. 


daily spot an- 


New ANPA Ad Released 


The newspaper's role in the war 


New Dr. 


Lyon's 


: trol, idle tire purchases, meat and A substantial amount of lith- as “democracy’s heavy artillerv— . s 
War Council Plans fuel rationing and an auto conser- ography devoted to the war effort firing harder than ever” is por- Drive Will Use 
= vation program, in addition to the is being provided free of charge by trayed by the Bureau of Adver- . 
Numerous Drives current concerted salvage drive the Eastern Lithographers Associa- tising, American Newspaper Pub- Magazines, Roto 
New York, Sept. 29.—Meeting in which is considered of primary im- tion, and the Hotel Association on oe co aaa | ‘h ‘ oe New York, Sept. 29 Featuring 
pacity as clearing house for all Portance. New York and the motion picture @Cvertisement, which has been the theme, “first choice in the land 
jts -apacit) ad ¢ & : Or « The “il’s advertisi i- | divisi f the War Activities C . released for publication in member a : a” ie 
| advertising campaigns boost- he council’s advertising mobi ivision of the War Activities Coun pakenrtradtese = * | of beautiful women,” R. L. Watkins 
ns oe war offert the ‘War Activi- [zation committee reported it was cil are both donating to the scrap ety a a <* oe yo Company launched a new drive 
a il of the — Y “k Ad preparing campaigns relating to ac- campaign. The latter, during Oc- ree "the =~ ried on ay th . pee : ihe for Dr. Lyon's tooth powder the end 
tie presenige “hve ts _ rep d ; tivities of the Office of Price Ad- tober, will exchange theater ad- series a wy ain saelian of of September. 
pashan ™ : vat rd : us * an ministration, the Civilian Defense missions for five pounds of scrap. newspapers to the nation . Eight insertions of 800 lines each 
lol angery er @ Volunteer Organization and blood —-- - : ples 
var ety of timely copy themes. Rep- donations, as well as drawing up . 
res \tatives of 25 organizations an anti-rumor campaign. one ae nae Duncan Marsh to Swink 
; Ar . - ac . = “< ’ > ‘ts — 
tended the meeting held at the problems in connection with the war , “‘ttur Duncan has joined May Marsh Wall Products, Dover, O., 
J headquarters eihet ave Walaa eecaideved bv. the nard Boyce, Inc., Los Angeles manufacturer of Marlite _ plastic- 
“y ert Brenner, advertisin di-|A sles : M: ~ Rom teat tou ie ve streetcar advertising company, as finished wall paneling, has ap- 
wes a oe ees merican | Marketing Association, promotion manager. He formerly pointed Howard Swink Advertising 
rec of B. T. Babbitt, Inc., re- while the Broadcasters C ivilian De- was with Western Advertising and Agency, Marion, O., to handle its 
ve { that national drives sched- fense Coordinating Committee is di- | Pacific Coast advertising agencies. advertising 
ee 
TF Choice in the 
LAND OF BEAUTIFUL WOMEN!” 
have been scheduled for The Ameri- 
can Weekly and This Week Maga- 
L >ne, as well as the Metropolitan 
j Sunday Newspapers) group, indi- 
vidual roto sections in 10 cities, and 
Sunday papers in three other cities 
Thompson-Koch Company is the 
eeeney, 
B 
e e e r 0 ft e ] ¢ Dedicates Transmitter 
Robert E. Sherwood, playwright 
and three-time winner of the 
— Pulitzer prize, now director of the 
OE Bs ae ee a overseas branch of the OWL in 
Be: —— : Washington, recently dedicated the 
: . new 100 kilowatt transmitter for 
a ¥ >. . General Electric’s shortwave station, 
3 WGEO, Schenectady. After throwing 
| roe the switch, making this station one 
ty ; ‘ of the most powerful shortwave sta- 
wank ee wee tions in the Western hemisphere, 
Ped Mr. Sherwood was first to use it in 
i Hy addressing a message to the people 
5 ne “yp Hei tix- ; ; : : ot the world. He was introduced 
ey coay, Standing in the main chains on a gently rolling deck, an by Robert S, Peare, G-E manage 
if : ‘ , ‘ { toh of broadcasting, 
or “8 ancient mariner peers into the murk of moonless night. . 
se oe looking for a familiar lighthouse . . . and the warning gleam Starts Shoe Division 
f that marks a rocky headland. If the keeper of the light be at Fairchild Publications, New York, 
"AA, ’ : : has established a special footwear 
oe ; his post, the ship will hold her true course through the track- division in its advertising depart- 
Oe ee ess <2 EM , ‘ ment under the direction of H. M 
es ots: = ee Be: Ss less sea. The wrecks pile up on that one, luckless night pore = member of the sivertiaien 
sigh. oe al when light or keeper or both miss out on their mission! taff. The new division will handle 
ae a .” all activity relative to men’s, wo- 
aah he’ ‘ —_— , : ‘ men’s and children’s shoes in Wo- 
So et ee The Seller's Market is like the light that fails. Trust it no men’s Wear Daily and Men's Wear. 
ee ee 
Eee ‘ more than today’s skipper would trust navigation's earliest : 
3 Rodenberg to Mail Order 
beacons, hand-operated and humanly fallible. Put your 
Irving S. Rodenberg, formerly ad- 
advertising into those publications which are modern light- vertising manager of the Sons , Roe- 
: , buck & Co. stores in’ Rochester, 
houses of your business or profession .. . and keep it there N. Y., has been named sales man- 
+13 ager of Chicago Mail Order Cx - 
for safe sailing through the storm-years. med vied ‘York ° oo ee 
One or more of the CHILTON GROUP of Essential Publica- . 
tions will keep your lamps trimmed and burning in the Just 5 minutes, 3 times weekly 
metal-working, hardware, department store, shoe, jewelry, for 6 weeks. Response?—5205 
optical, automotive, aviation, insurance, or warehousing Kitchen Klenzer labels! 
Result of WDZ's 
field. Invest now for protection later. CHILTON COMPANY 
(Inc.), Philadelphia and New York. Branches in principal 6 p | " F C T | 0 N A | 
cities 
PROGRAMMING” 
. P . Aimed EXCLUSIVELY \ $ 
of Essential Publications at the 70% who 
THE JEWELERS’ CIRCULAR-KEYSTONE, COMMERCIAL CAR JOURNAL, influenc- D and W, for executives who buy Ship QUICK 
yed and found indispensable ing majority of fleet operators and mem ping, Handling, Warehousing and Dis RESPONSE WDZ 
7 , bed , bers of the truck trade tribution services and supplies 
i SPTICAL JOURNAL and REVIEW of ‘ . 2 resco 
O! stric ° —when you ta ° 
METRY, standard of the optometric THE SPECTATOR, LIFE INSURANCE IN PEOPLE {net 
I ssion and optical industry Bees ok ectiel tee eek In addition, CHILTON COMPANY (Inc.) (not popula- ILLINOIS 
= Jil- . . 
bad se aa P has an equal interest in Business Pub tion figures) through 
rt a — etinarenge _ seat e lishers International Corp., publishing the “salt of the earth” 1000 WATTS 
a a ee ne oe SEES THE SPECTATOR PROPERTY INSUR- The American Automobile (Overseas appeal of WDZ. If you 
one ae" ANCE REVIEW, modern in form and Edition), El Automovil Americano, In want to KNOW your package, ‘deal’ 
MTOR AGE, covering all automotive style of reporting. As useful as it is un genieria Internacional and El Farmaceu or plan is RIGHT for the 70°/, masses” 
ser ice and maintenance problems usual fico HERE'S THE PLACE TO FIND OUT— 
at mighty little cost! 
HOWARD H. WILSON CO., REPRESENTATIVES 
New York, Chicago, Kansas City, San Francisco 
f ’ a ‘ . ; : i - 
| 7 7 ’ < y ; 
id 4 wy 3 +4 
MOLL Fide 
206,154 Listener Letters During 1941 !! 
wi - ? “a ; 
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ADVERTISING AGE Octo 
= . aaa ~ sae is 7 ee —— _ —_——-— 
a ° Commodore, Oct. 14; Philadelphia, C G V TE F THAN —_ 
To Eastern Advertising J Publishers and Benjamin Franklin Hotel, Oct. 15; oast roup o o KS 
_Rix Sandpaper Company, New . Kansas City, Mo., Hotel Muehle- D U N 
legge pe ge eee Printers to Meet bach, Oct. 15; hen gg Maree re raws p ow 
coun - . Hotel, Oct. 16; Detroit, Hotel For W : S 
chen at OPA Sessions Shelby, Oct. 19; Cleveland, Hotel | artime series 
Washington, D. C., Sept. 29. Cleveland, Oct. 20; Washington, Los Angeles, Sept. 30.—Continu- = 
Members of the printing, publishing D. C.. Hotel Ambassador, Oct. 20. ing its campaign to build consumer = 
and allied industries will meet with — = confidence, the Pacific Advertising Pde 
officials of the Office of Price Ad- | Association’s 1942-43 series of ad- re 
ministration in a series of eight Now Baker & Hamilton vertisements will emphasize the Sal r 
regional conferences beginning Oct Baker. Hamilton & Pacific Com-| usefulness of advertising by concen- the ’ 
Now Helping Sell the !", it was announced today. pany, San Francisco, has resumed | trating on wartime problems. Ad- Ket to 
‘ Purpose of the meetings will be | the name of Baker & Hamilton, the | vertising’s peacetime services were oor 
Axis on the Idea That) . enable printers, publishers (job | oldest company name in hardware| recounted in last year’s series. a 
TT a ’ “ and commercial), lithographers, and steel in the West. The original The committee charged with : “* 
Crime Doesn't Pay typesetters, electrotypers, stereo-| Baker & Hamilton company name | preparation of the series, according ra s 
ee ay ee pee TN typers, photo - engravers, binders | was established in 1853 at Sacra- to Carl J. Eastman, secretary-treas- = . 
Union Steel Displays noware and any wholesalers or retailers|mento. A _ five-column by 16-inch) er decided to demonstrate to — 
going into war materials help- who have an interest in the OPA’s advertisement was _used in local their clients, the friends of adver- The 
a nag. pe dle entoccrmag price control regulations on printing sh pc ie Pha Pg Be > gpm | tising and to critics, too, that adver- Chicago laundries which curtailed ad. pod = 
sesusnd: whan Vistane 4th, Geta and publishing, to thrash out their “ 1918. the original Baker & Ham- tising does not always have to sell ye when go — and le ne 
materials will again go into the individual problems with the gov-| io, merged with Pacific Hardware merchandise—that it can perform | po ape a em ave switched to a p 
displaye you Know 00 wee (ernment officials. & Steel Company taking the name | useful civic services. The most | ~~ Saree = 2 or ae eee ' 
=A tehavenes devotes one eauee The meetings will specifically | Baker. Hi: lton & Pacific Com-|logical civic service to be per-| the Chicago Daily News and Here'd l 
g ) : Saker, amilton é acific om- | logic os : _| American. Ads will continue, poss'-ly na wh 
tuke up maximum price regulation | pany formed was to make things easie! on a semi-monthly basis. = 
No. 225 (ADVERTISING AGE, Sept. 28) for the boys in Uncle Sam’s armed _ uy 
and the new pricing methods '0r | Leap Becomes A. M. jforces. Thus, advertisements Pre~ | copy in a box: “In war, as in pe pot 
printers and related trades covered | H . ' ” pared or in preparation today pro- a of ore hAler elie aa ih era 
in the regulation and the series of untington Publishing Company, mote such worthy objectives as|“°_ a 9) eee & bases In othe 
questions and answers that accom- ae pie Van, has appointed | writing more often to the boys in | oe. its business is to carry i ng } 
vanied it erman L. aaep Th agus som 5 ne service; serving on USO committees; be information about goods or a cause t 
PRODUCTS COMPANY | The first meeting will be held at oF te gy, eee a — and inviting service men home te ices to the eyes and ears of ler Ww 
tlishes the Huntington Advertiser,|@ne lt 5 ® hundred or a million men «nd eas 
Albion « Michigan ° the Parker House, Boston, Oct. 13.) Herald-Dispatch and Herald-Adver- dinner. — - he following | Women. Meet 
Others will be at New York, Hotel tiser. Each ad carries the following ‘“Tais edvertisament is ah ex ie 2 
ple of one wartime use of adve) their u 
ing. You have seen other exam big 
the War Bond Drive, the S 
Collection, the Grease and | rhe 
Drive lenosit 
“And in the very pages of me pr 
publication, the humbler every - 
function of advertising brings Bar 
time news of the food, cloth : De 
shelter you may want and 24 
today.” Fi 
Space is left for identification Whe . 
the publication using the advert vie 
ment and the PAA. Mats of ‘ i. | 
first ad are now being offered to 
300 publications that have used rh i 
PAA series in the past. Mats art oF drags 
available to subscribers’ wit! 
cost, to non-subscribers at $1 each T ; 
The committee responsible pest 
creation of this series included 
Carl J. Eastman, chairman, 


. 

For 30 YEARS, Reis’ Litthe Conductor told subway 
passengers to change to Reis Underwear. When Reis changed media for a 
time, many New York dealers said they missed the little conductor and won- 
dered when they would see him again. 

In fact, 13 of 18 dealers, after a 3 years’ lapse in car card advertising, of 
their own volition correctly quoted the wording of the campaign theme. Let 
Reis finish the story: 

**We came back into the medium recently in a bigger way than ever before 
and proved to ourselves again that subway advertising creates good will and 
sells merchandise.” 

The episode demonstrates the remembrance power of subway 
built up through daily repeated reading by the overwhelming 
New Yorkers who ride the subways. 

May we tell you of some experiences as interesting as those of Reis? 


advertising. 
majority of 


Say it fast! Say it often? 
Show your product in the 


Ware ~" 


a" 


iV 


ONLY SUBWAYS GIVE ALL SIX: 
MAXIMUM COVERAGE 


New Yorkers rode the subway « 


adult 
in a typical month 


hine eut of ten 


—even before rationing 


DAILY REPETITION — the 


more than 26 trip. a month 


PROLONGED EXPOSURE 


minutes 
PACKAGE IDENTIFICATION 
POINT-OF-SALE INFLUENCE ~— -tores 


trated on subway routes 


ECONOMY —¢ ost in cars. 1.66 per theusand cir- 


culation: in stations, 1.9% per thousand 


average rider tahke- 


average trip exceeds 24 


in full color 


are concen. 


Carl Zachrisson, of N. W. Aye: 
Son; Robbins Milbank, Young & ‘ 
}Rubicam: Howard Williams, Erwin. * 
Wasey & Co.; Earl V. Weller; Rich- 
ard Russell, Lord & Thomas; Hug! 
| Thomas, MeCann-Erickson; Herbert 
|Cayford, Beaumont & Hohman; and 
Robert T. VanNorden, Brisachei 
| Davis & Staff. 


(7. 


Buys Control of Agency 
Clarke Salmon, vice-president 
Bauerlein Advertising Agency, New 
Orleans, has purchased contro!! 
interest in the agency from Edit! 
Zauerlein, widow of George 
Bauerlein. Mr. Salmon, who entered 
the advertising field a year ago atte! 


3s - wo 


serving for years as a newspupe! 
editor, becomes president of the 
agency. There will be no ching t 


in agency policy or personne! 
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Fred L. Moore, C.E., director of 
eng neering, Quality Bakers of 
America, cautions readers of 
Bak rs’ Weekly about rushing into 
the machinery and equipment mar- 
ket too quickly after the war is 
ove He says a study should be 
ma of the type of product that 
wil) be in demand, packaging 
trer ds, the efficiency of labor and 
the improvement in equipment. 
The kind of advertising which will 
be ost effective under post-war 
cond tions also should be consid- 
ere€ he suggests. 


1 textile industry is consider- 


ng whether the increasing popular- 
ity comfort clothing might lead 
to strict economy in the post-war 
era. comments “Daily News Record.” 
In other words, the types of cloth- 
ng which are being dropped be- 
cause they are difficult to make un- 
ler war conditions may not be 
eas restored. This, of course, is 


diametrically opposed to the thought 
that people will be so glad to get 


their usual raiment there will be a 
hig rush in the market for it. 
[he relation of markets to bank 


ieposits might be considered in 
connection with a bulletin, “Effect 
f the War on the Commercial 
Banks of the United States,”’ issued 
y Dean John T. Madden, directo 


ff the Institute of International 
Finance of New York University. 
Whether bank deposits created by 
the production of war materials re- 


n the respective localities or 
ire withdrawn after the war will 
lepend on whether the war indus- 

n and will be converted into 

time industries, he points out. 
There not likely to be any exodus 

from the automobile cen- 


Post-War Planning 


How Business and Industry Is Preparing 
for a Peace-Time World 


Edited by RALPH O. McGRAW 


Salt Lake City 
the biggest 
tune-in is 
naturally to 
this exclusive 


outlet... 


ters nor from the aviation industry, 
although the latter will continue on 
a smaller scale. 

A sharp reduction in deposits 
and workers may be expected from 
shipbuilding areas and_ centers 
where the government has built 
large plants for war production. 
Banks in agricultural sections will 
lose deposits after the war when 
farmers start to buy equipment 
and other durable goods with sav- 
ings accumulated during the emer- 
gency, the professor says. 


| Conjecturing what might happen 
to the machine tool industry after 
the war, Boston News Bureau re- 
jports that despite the phenomenal 
growth of the industry during the 
|/war period, the stock market is ap- 
|praising the securities in that field 
livery conservatively. Investors ap- 
parently are proceeding on the 
theory that conditions may be very 
different in the post-war period 
ithan today. But even the deep- 
\dyed pessimist, says the news- 
paper, could hardly find fault with 
the market’s evaluation of machine 
tool stocks, the price-earnings ra- 
|tio on such issues running around 
2-1 and 3-1. 


* 2 


Beech Aircraft deducted from 


ending March 31, a $170,683 re- 
serve for post-war adjustments, re- 
perts Aviation. The publication 
also says Packard Motor Car Com- 
jpany does not plan to build air- 
jplanes in the post-war period but 
does expect to compete in the air- 
plane engine field. As the score 
stands now, in the automotive field 
|Ford and General Motors have de- 
clared their intention to continue in 
the aircraft field while Chrysler 
jand Studebaker officials have de- 
clared their intentions to stay out 


| 


Buys Munsey Magazines 
Popular Publications, New York, 
has purchased titles and interests in 
the magazines owned by the Frank 
A. Munsey Company, New York. 


Only six of the group are now being | 


WHBL to Foreman 


The Foreman Company has been 
representative 
an, Wis. 


appointed national 
for Station WHBL, Sheboyg 


; - 

L 

HOME .. 
with 


|and not a care... 


| 


ore LITICOLN 


Spacious R ith 
0 | 


1 
ay 
every comfort 


| 44th to 45th Street at 8th Ave. | 
! 


John L. Horgan, Gen. Mgr. C1 6-4500 | 
| Special Rates fo Men in the Armed Forces | 


A 
/»MARIA KRAMER 
; HOTEL 


lit! 


gross income for the six months | published 


TTEMPTING to cover the 
populous New England 
market with one or two stations is 
like sending Jack and Jill to fetch 
a pail of water. The result may be 
a tumble, spilling the whole pail 
of sales. 

How much more logical, how 
much more resultful to use the 
one group of stations that for 
years has presented the type of 
programs that have made it New 
England's own — that has built 
substantial, loyal, responsive 
audiences, not just here and 
there, or at certain hours, but in 
ALL key markets at all hours. 

The Yankee Network's 20 sta- 


IN NEW ENGLAND? ~ 


tions are a closely-knit part of the 
communities they serve. In busi- 
ness, social and service relation- 
ships they have possessed for 
years the good will, friendship 
and acceptance that New Eng- 
landers give only to those they 
know and in whom they have 
confidence. 

By and large these are assets 
which cannot be bought — they 
must be won by consistently 
proven merit. Yet, fore-sighted 
advertisers, who are open minded 
on facts, can buy these advan- 
tages at no premium. Investigate 
before you invest in New England 
radio time. 


tHe YANKEE NETWORK, INC. 


Member of the Mutual Broadcasting System 


21 BROOKLINE AVENUE, BOSTON, MASS. EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
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WHBO to Rambeau 


William G. Rambeau, 
has been appointed 
tional representative of 
WHBQ, Memphis. 


Chicago, 
exclusive na- 
Station 


BIG— 
BOOMING— 
BUYING— 


An Outstanding 
New York Market 


Sales are at new highs in_ this 
population center (1940 
115.264, A. B. C, City 


Zone). To reach “everybody” here, 


major 
Census, 


use Troy's sole dailies. 


m6 FM THE TROY RECORD 


( KEORD\ : 
sewrarees |THE TIMES RECORD 
\ 


— All Advertising Direct 


CAB Survey Again 
Gives Top Rating 
to Variety Shows 


New York, Sept. 29.—Variety pro- 
grams were again “the most popular 
type of vehicle to carry audience 
appeal” according to a survey of 
radio listening for last winter, pub- 
lished this week by the Cooperative 
Analysis of Broadcasting. 

Reviewing the 1941-42 radio sea- 
son, CAB reported that “the high- 
spot unquestionably was the 
remarkable demonstration of the 
people’s interest in their President’s 
war messages and a_ paralleling 
growth of audiences of news pro- 
grams in the months immediately 
after Pearl Harbor.” 

Variety shows topped all other 
types of offerings with an average 
rating of 16.1. Runner-up was the 
audience participation type, which 
edged out dramatic presentations as 
|the second most popular radio fare. 
Almost identical average ratings 
/were achieved by each, 
| participation shows hitting 11.4, and 
dramas chalking up a mark of 11.3. 

Other major types of programs 
| lined up in the following order: 
|}popular music, 8.7; classical anc 
semi-classical music, 8.4; familiar 


audience | 


music, 7.4; commentators, news and 
talks, 5.3. All types, with the ex- 
‘ception of audience participation, 


'ended the season with lower aver- 


age ratings than last season, but 
CAB asserted this decline was trace- 
able “to the growth in the number 
of sponsored shows.” 


|Welty Named Head of 


Oklahoma Scrap Drive 


N. D. Welty, publisher of the Ex- 
aminer, Bartlesville, Okla., has been 
named chairman of the scrap metal 
drive which was launched recently 
by Oklahoma newspapers. Vernon 
T. Sanford, secretary - manager of 
the Oklahoma Press Association, 
and J. I. Meyerson, promotion man- 
ager of the Oklahoma Publishing 


Company, are his executive assist- 


ants. 

War bond prizes totaling $4,000 
have been set up for state awards 
in the drive, with $100,000 in local 
prizes expected to be added by local 
newspapers throughout the state. 


Smith Named President 
Herbert E. Smith has been elected 
president of United States Rubber 
Company. He also was named 
chairman of the executive commit- 
| tee and a member of the finance 
|committee. Mr. Smith, formerly 
vice-president and_ director, has 
been with the company 29 years. 


It takes timing, organization, skill to make 
“impossible” deadlines. But SUPERIOR 
has what it takes. From layout and 
photographs to completed ad, our 
5-PHASE SERVICE follows through, 
speedily and efficiently. One organ- 
ization does the whole job. Art 


work with an eye toward engrav- 


you'll b 


tried once 


ing requirements; Photography 


that pictures your product 


RIGHT; Photo - Retouching 


SUPERIOR 


by trained men who know 
engraving needs; Photo-En- 
graving at its best; Ad Com- 


position that completes a job 


e proud of! No wonder 


SUPERIOR 5-PHASE SERVICE, 


in an emergency, wins us 


life-long friends. Day and night shop. 


ENGRAVING CO. 


215 W. Superior St. « Chicago « SUPerior 7070 


=e t 


The Diary of 


vertising men. It is presented 
exactly as written, without be 


September 21. An A.P. dispatch to- 
day reports Don Nelson as again 
making a speech portraying the hor- 
rors to come in our civilian life. All 
right, Don, we can take them, when 
and as they What we wish 
you fellows in Washington would do 
is keep your energies for frightening 
Japs. 


come, 


The death of Condé 
Nast reminds me of one of his pene- 


September 22 


trating sayings which I always 
greatly believed in. A publisher, he 
said, is only a name broker His job 


is to devise an editorial appeal which 
will bring together a list of a cer- 
tain kind of names, access to which 
he can then sell to advertisers. Per- 
haps only an ad man who has had 
testing different lists of 
names with direct mail can fully ap- 
preciate the But I al- 
ways thought that if more publishers 
defined sharply, and 
more publications were chosen on the 
list of names basis, advertising would 
productive 


eXberietice 
point of this 


their job as 


be more 


September 223 The heart of every 
advertisement, of course, is the prop- 
osition it makes the reader: do this 


and get that Theoretically, it is the 


manufacturer's job to devise this 
proposition in the designing of his 
product But products tend to re 


markets tend to 
In hizhly dvnamile So more often 
than not the ad man finds himself 
forced to develop a new proposition 
into which the product can be fitted 
or to which it can be reshaped In 
doing so he becomes, in fact, the in 
terpreter of the public to the 
facturer, the true consumer 
entative 


main static, while 


manu- 
repre- 


an Ad Man 


This diary embraces the observations and reflections of 
one of America’s most prominent and widely known ad- 


in ADVERTISING AGE weekly, 
nefit of “editorial direction” 


of any kind. The author is glad to receive comment, but 
cannot answer letters, except as he may find it appropriate 
to do so through the column. 


September 24. Spent this morr 
with one of my mail order Clie: 
shucking the incoming mail. Th 
is no fun like it. From the cust 
ers’ letters I get a feel for the pro; 


sition which nothing else will zg 
me And from the handling 
checks, money orders and curre: 


I get the only balm there is for 1 
copywriter’s itch for orders. 


How much of 1 
actor must there be in the copyw 
ter? In the mail I handled yesterd 
there was a letter from a promin:s 
citizen of New York, addressed 

the fictitious character I had creat 
for this client It said: “In sendi 
you the enclosed order, I want 

compliment you on your adverti 
ment It was honest, it was fra 
it was refreshing. You made monke 
out of all the self-instituted mast 
copy writers.” When the villai: 

hissed may he not claim a convinci 
performance? 


September 25 


Septe mber 26. Talked with a ch; 
store fruit buyer, to see if he wo 
handle some of my apple crop 
an order from him for early deliv 
at a fair price The chains ha 
very smartly learned that the lu 
producer is a good friend to have 


September 27 Called from 1 
Sunday reflections by a long distar 
query whether | would take a 

with one of the Washington w 
Find myself sorely yr 
plexed how to answer We all kr 
that our lives themselves are on « 
But this particular 


nerencies 


aLkency Is ll 


mess Its organization is bad 
ha already broken the reputatic 
and spirits of many men, and w 
break more I would rather fig 
this war on any front than 


Washington one I must sleep o1 


Bradford Advanced 

Ralph Bradford, secretary of the 
United States Chamber of Com- 
merce since 1939, has been named 
general manager. 


Joins McCann-Erickson 


Willard Butler, formerly 


buyer for Erwin, Wasey & Co., Ne) 


York, has joined McCann-Eric 
New York, in the same capacit 


ewhy time buyers need twins! 


To assure complete sales produc- 
tiveness in the rich, populous Texas 
Gulf Coast area you should con- 
sider twin markets—Houston and 
Corpus Christi... served by twin 
stations KXYZ and KRIS. 

You see, Houston's KXYZ... and 
KRIS of Corpus Christi—the super- 
selling “Twins” — blanket Texas’ 
two great metropolitan centers sit- 


WHEN THE TWINS T 


uated in areas nature geared to 
war production. Here you'll find no 
plant conversions .. . because oi! 
cotton, chemicals, live stock, farm 
produce and Gulf Coast manufa: 
tured armaments are in greate 
demand than ever before. 


The “Twins” offer you special com 
bination rates ... yes and uniqu 
merchandising “extras”. Write 
facts today. 


ELL IT — YOU SELL IT 


@ Represented Nationally by the Branham Compony 
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TEST COPY 


+ UO Ut BSTORG 2 


ewe 
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OFFER LIMITED! Get this bargain at your 
- food or drug store NOW 


stile “White Rock ‘ima? 


This bargain offer will be extended from 
Detroit to the Cleveland market this 
week, with follow-up copy to appear in 
both cities. The company, White Rock 
Mineral Springs Co., also has released a 
fall schedule using regular product copy 


in New York, Washington, Dallas, Los | 
Angeles, Houston and Seattle. Newell- 
Emmett Co. is the agency. 
‘Police Gazette’ 
Loses 2nd Class Status 
The National Police Gazette, 


which for nearly a century has set 


the pace in “leg art” for the bar- 
bershop and “burleycue”’ clientele, 
week disappeared from the 
mails, its second class mailing privi- 
uspended by the Postmaster 
Action was begun by the Post 
enartment on Aug. 19 on the 

rounds that the weekly’s editorial | 
CC it is “no more than an appeal | 
to the salaciously disposed,” and | 
that “it has profitably pandered to | 
the lewd and lascivious, a purpose | 


Congress never intended to sub- 
sidize by the nominal second class | 
postage rates.” 


Lewis & Noelle Moves 

Lewis & Noelle, Chicago, publish- 
ers’ representative, has moved its | 
(fices from 100 E. Ohio street to 
549 W. Randolph street. The com- 
pany represents American Photog- | 
rapl Direct Advertising, National 
Lit} corer and Sea Power. 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


Propitably 
*Direct Mail Advertising 
*Created and Produced 
* Dealer Help Campaigns 
*Avtomobile Owner Lists” 
*Rated Consumer Lists 
* Addressing and Imprinting 
"Contest Judging 
*Premium Mailings 
*S:mpling by Mail 


The 


REUSEN H. DONNELLEY 
Corporation 
350 E 22nd St. Chicago, lll. 


5 E 45th St. New York City 
121 Venice Bivd., Los Angeles, Cal. 


Revised Cosmetic 


Order Frowns on 
Use of Samples 


Washington, D. C., Sept. 29.— 
Sampling of toiletries and cosmetics 
| was labeled as “uneconomical” in a 
war economy by the War Produc- 
tion Board in two amendments to 
the toiletries and cosmetics order 
(L-171) issued this week. The first 
amendment permits a person who 
distributed samples during 1941 to 
include the bulk quantity which 
went into such samples when he 
determines production and _ sales 
quotas permitted by the order. 

The same amendment also per- 


mits unlimited production of all 
toilet powders which do not contain 
zine oxide, liberalizing considerably 
the original “L” order, which ex- 
empted only talcum powders. 

The second amendment permits 
the manufacturer of a cosmetic 
product which is produced in more 
than one physical form (solid, pow- 
der or liquid, such as dentifrice) to 
pack each form of the product 
(such as tooth powder and tooth 
paste) in three different sized pack- 
ages for consumers and two pro- 
fessional sizes. 


Maslen to Buchanan 
Frederick G. Maslen has resigned 
from the copy department of Mar- 
schalk & Pratt, Inc., New York, to 
join Buchanan & Co., New York. 


Dodge Holds Special Meet 


Regional managers of the Dodge 
field organization, supervising Mid- 
western, Southern and Pacific Coast 
territories, met in Detroit Sept. 
21-23 for the first of a series of 
special meetings called to discuss 
current developments and formula- 
tion of plans for coordinating deal- 
ers’ efforts to adjust to changed 
conditions. Similar gatherings of 
regional managers from other sec- 
tions will follow. 


Starr to Regal 

Gilbert A. Starr, formerly assist- 
ant advertising manager for Thomas 
G. Plant Company, Springfield, has 
joined the Regal Shoe Company, 
Whitman, Mass., as advertising 
manager. 


| States, 


Cancels Golf Party 

The Agate Club, Chicago, 
advertising club in the United 
has announced that there 
no Agate Club-advertiser- 
agency golf party this year. Instead, 
the sum which has been expended 
for this party in previous years will 
be contributed in equal amounts to 
the USO, Army Relief Fund, Navy 
Relief Fund and Chicago Service 
Men’s Club. 


oldest 


will be 


Slap a Jap and Gun a 
Hun. Buy War Bonds 
and Stamps. 


We wears the pants when it comes to buying groceries! She 
may not know that The Evening Herald-Express led the next 

Los Angeles daily paper by 22,945 lines in local grocery advertising for 
the first seven months of this year—but she DOES know that it carries 


MORE grocery store advertising! 


Variety 


interest and holds it...and that’s important! 


LOS ANGELES EVENING 


of selection gains her 


bzabd Lgwress 


Largest Circulation of Any Daily Newspaper in the West 
REPRESENTED NATIONALLY BY PAUL BLOCK AND ASSOCIATES 
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WIRE Announces Brooks Succeeds Nabisco Prepares M ; 


Personnel Shifts ‘Schecter at NBC - Getting Parecnal Cracker Kit 


Bill Dean, formerly publicity, William Brooks, executive editor | —_ National Biscuit Company, Noy, 
director of Station WDAY, Fargo, | of Forbes and previously executive | a | York, has prepared a kit of pro: He 
N. D., has joined WIRE, Indian- | news editor of the Associated Press | For the record: the $210.81 remaining in the kitty after the Phila- | tional ideas for Nabisco salesmer wv 
apolis, in the same capacity. Besides | and managing director of the As-| delphia Paint, Varnish & Lacquer Assoc.’s dinner celebrating the 50th | present to food merchants in su». 
publicity work, he will handle all | sociated Press of Great Britain, has! anniversary of Ernest T. Trigg had been held was donated to the Red | port of the coming October crac}. >r 
promotion. been appointed director of news and! Cross. . . Stations WTMJ and W55M, the Milwaukee Journal stations, | Promotion. The ae contains ) 
venmmest W. Craven, formerly, ad- |special events for the National are pretty proud. When Niles Trammell, NBC prexy, recently visited |O)°thS"tront of the envelope. -c 
agate “sy ‘ ; ; > are ites ke . the beer burg, he said of Mil- i “eee : 73 R 
Company, Columbus, has joined the | js effective Oct. 5. — 4 City” that “ | detailed instructions for build ig 
station’s local sales department. <i. Means suceeeds A. A.| Ses Radio City ss mh WEDS AD MAN | store displays. story 
Schecter, who recently entered the studios in the country are more | The pennants, featuring Premi: 1 int ig 
| government service. modern. . .” As a denizen of crackers and Nabisco graham cra: :- Ca: 't 
WHAT’S GOING ON? diaeeaniad Radio a in ae Pi omy Mr. ers, SS ae fac al 
Ad Awards Jury Named Trammell is qualifie o com- | over ead wires. ants pre ei 
| ment. . | urged to display items that sell w 
@ Manufacturers and their advertising H. W. Roden, president of Harold | oa : crackers, such as cheese, preser\ «s 
agencies are using this inexpensive H. Clapp, Inc., how York, has been | Pr, beertangeB one a bef - and beverages. meriy 
as aay agin ge Be named chairman of the 1942 jury of | tion of UP re hd pe iene - = 
aver a for maintaining com- § | the Annual Advertising Awards, and| ~~. -- mn pen : ne Compton Names Hayne: fac\u 
petitive advertising files and for de- a member of the administrative | an interview with an ambulance . . Ww! , 
veloping sales prospects on certain board. Also named to the board| 4river who had had the unusual as Radio Director for tk 
types of products and services. were George T. Eager, Philadelphia | experience of a brief tour behind Compton Advertising, New Y« 7 we 
Write for Booklet No. 20, Bulletin; and G. Lynn Sumner,| German lines in the Libyan has named Storrs Haynes, forme: y Mes 
president, G. Lynn Sumner Com-| desert. The ambulance driver new program manager, head of | e W 
, pany, New York. Stuart Peabody,| was Jeseph “Buzz” Frank, for- |radio program department. E ] ha 
py vee dito 4 gag mesg advertising director for Borden| merly with Neisser - Meyerhoff _ James, of the radio department, } \s Joh 
BUSINESS PAPERS ¢ FARM PAPERS Company, New York, has been| (now Arthur Meyerhoff & Co.) | been promoted to new progr n the c 
GENERAL MAGAZINES named chairman of the administra-| and recently with Brunswick- manager, succeeding Mr. Hayne: Pa 
'tive board, succeeding Mark O' wince Balke-Collender. The ex-adman Mary O’Meara, formerly with J. re 
| sailed to Cairo for the American Walter Thompson nn. J depa tw 
Field Service last January. He —_ has joined Compton's copy sale 
is a distant cousin of Lew Good- — ing « 
kind, v.p. of Goodkind, Joice & ‘ yssik 
aa, . ; Three Stations to Blue Ber 
Christopher B. Sykes, of the Artists’ model Jo Ann Carter, above, Three Virginia stations, WSL. whe 
N. Y. Herald Tribune’s promotion and First Lt. Marvin L. Mann, v.p. of | Roanoke; WLVA, Lynchburg; a: 4 
| dept., expects to report to Camp Weiss & Geller, Chicago, on leave from WBTM, Danville, have become a - 
| Devens, Mass., soon, but that ‘he, agency while in the service, aes J filiated with the Blue Network «5 os 
| didn’t stop him from taking time [P ann completed kis tir weeks cfieers: |Dasic supplementary stations. Ths “The 
out to marry Corita J. Arche be- ini is j makes the total number of affiliated 
; , ah. training course. He is in the personnel tations 137. licatic 
fore donning the khaki. . . division of the Army air forces. The blue 
Boston’s army of “victory | bride was styled ‘Chicago's model model’ | - dr ont 
gardeners” had an opportunity in the Chicago Daily News survey last orbed 
to exhibit the fruits of their first August. “Ty 
. l€ 
harvest at the Victory Harvest Mesk: 
Show, held in Horicultural Hall, Sept. 28-30. The novel “city fair” | ah 
was sponsored by the Boston Ad Club, in cooperation with the Mas- | " bu 
sachusetts Horticultural Society. Ernest Hoftyzer, ad manager of the ane 
Boston Record-American and pres. of the Ad Club, and Leavitt C. dollar 
_ Parsons, publisher of Eastern Periodicals, were members of the har- send 
| vest show committee. . . _ ef 
Buda Baker, who handles publicity for Maxon, Inc. in N. Y., riding 
has asked the mailman to forward her letters to 444 Park avenue “The 
where she has just leased a suite. . . : 
Retail admen in the nation’s capital have tackled the assignment 
of designing backgrounds for the 30 exhibits in the eight-day Com- 
munity War Fair in Washington. Louis Banks, advertising man- the 1 
ager of Hecht Company, is chairman... B pu 
John Dillinger, member of the art staff of Gardner Adv. Co., St. 4 dictat 
Louis, is a proud father of a daughter, Jo Ann, born Sept. 18. . . A lining 
Robert S. McCarty, a.m. of the Philadelphia Co., Pittsburgh, has re- ) taken 
turned to his office after a long illness. He will head the publications | please 
committee of the United War Fund drive, as he has for the past eight help 
years... the 1 
Harry Luthe, of Advertising Research Foundation, and Ginger Din- name 
ning, one of the Dinning sisters’ trio which sings during the National The 
Barn Dance on “Tf ye 
NBC, were mar- dollar 
LOOKING IT OVER ried recently in a doll 
Chicago. . . have | 
Dietary note: have 
Jack Reis, one- An 
time ad mgr. of lining 
the Seybold Paper \ “ LA S wit! 
| Co., Cincinnati, is MAKE TOP- OTC YOUT merot 
now in the Coast 7 produ 
Guard, and | EASILY, YOURSELI rgar 
Guardsman Reis and 
sports a much Lacking attractive models, expensive Me 
more svelte figure photography. dramatic direction and « com} 
than in days of bushel of jack, you can still pro- ther 
yore. The story: duce advertising promotions eXxce 
| Reis left Cincin- that will rate with the best astic 
nati with the in- a. = — = a 
| tention of taking a = —_—— 
| job with Higgins © matter how good the planning or copy, ¥ i 
Shipbuilding Co., Mustration.. That's the first hurdle. cred 1 
Bob Burns, who will be featured in Lifebuoy's new New Orleans. | jiijs sot te clear catch the eye Goteey ond convene 
“Arkansas Traveler show over CBS, starting Oct. 5, When he arrived ; oer , : 
familiarizes himself with his sponsor's product. Homer there, the govern- ee, aie Take ‘ak ieee 
M. Clark, associate ad manager of Lever Bros., offers ment had can-_— 7! lines of business. 
the sales pointers. celled H j g g i n s’ eo pi ar 2 ie ne moon ee nee every 
} contract, so he de- to fir i even if you are willing to pay the orto 


cided to enlist in the Coast Guard. The service looked at Reis’ 265 | But Shee bare ok ee Tees nibs oe 
° “ 9 4“ ee le wy have at wir finger tips over 
pounds with disfavor. Nothing doing,” said the CG, “too fat. By to play with in sddition to y 


100 new, time 


| strict dieting and rigorous exercise, Reis whittled 40 pounds off his | {2pper pit, Coming fo them fresh out of 
| physique, got into the Coast Guard. (Elsa Maxwell and Ry - Krisp And they don’t have to be satisfied with Io 
please note)... eve models either. EYE*CATCHERS fe 
; ae picked Power-Conover models Jinx . ‘ 
St. Louis looks mighty good to W. R. Wills, who recently joined mepnecn Seoaes, Cente Gatsender, Tom, ¥ 
. ‘ ve ve ee K leagt stull | 
KMOX, CBS outlet, as a special writer. No wonder, when one real- mags are yours to make the most of 
izes that Mr. Wills was formerly Tokio reporter for CBS, and recently | A $5-a-month Eye*Catcher subseriptior 


returned home on the Gripsholm. . . Merrill Rogers, formerly copy | Many, times the promt pull of even the 


tion hudget Dupont Coca Col 


Kh 
chief of Calkins & Holden, has been commissioned by NBC to write Metro Goldwyn Mayer, and lots of litt 
age ~~ ies, as well, all ge oh loads of inspir 


the second series of “Lands of the Free,’”’ which begins Oct. 12. The material out of their E. 
dramas, part of the Inter-American University of the Air, were for- | 


WAR 
merly scripted by Stuart Ayers, now representing the Office of the New ON 
Coordinator of Inter-American Affairs in Peru. Writer Rogers is a | 


playwright of distinction; one effort—‘Her First Affair’—ran six | SUPPLENENT 

months on Broadway with Jane Cowl in the stellar role. . . Cie Gite wht a ee 
Marian J. Cooper, a member of NBC's continuity department in = FREE ur new WAR TIME PROMOTION 

Chicago, is resigning Oct. 2 to await a visit from the stork. A vol- gal Defense Workers, stick-em-in-the-s 

untary publicity committee has been formed to consult with the Chi- hind pressure fev Air | Wardens oer. 2 

cago Committee for Russian War Relief. Hill Blackett, Blackett- > See 


Sample - Hummert, is chairman, and others on the board are A. S. 


Fo | BSL. 
Gourfain, Jr., of Gourfain-Cobb A. A.; Lavinia Schwartz, of CBS; EYE* CATCHERS, inc. Mew 108 YORK 
Louis Zara, well-known novelist; Renier Wyers, head of the advertis- 


ing staff of the RWR; and Arnold B. Hartley, Gene Dyer stations. . . 
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Mesker Book, ‘The 
Hell We Can't,’ 
Does Real Job 


ture to be enclosed with forthcom- | It’s a neat little book, “The Hell | 


ing mailings of the bulletin. Result: 
manufacturers have new salesmen; 
salesmen have new products to 
handle—and all profited. 


Competitors Welcome 


We Can’t!”, and it’s hard to see how 
it'll ever change to “Aw, Hell, We 
Can’t.” 


Rees Leaves Maxon 
to Join Clapp 


Expands Drive 
for Climalene 
with Color Copy 


work clothes of war time, suggest- 
ing easier ways to eliminate grease 
in shirts and overalls. 

Fuller & Smith & Ross 
the account. 


handles 


Cleveland, Sept. 30.—The Clima-| Joins Rollins Hosiery 


Competitors of Mesker are wel-| yack Pp. Rees has resigned as lene Company, which generally Harry Kaufman, formerly with 
‘come to get their ideas or products onanund auncubive for Maxon. Inc.. employs its strongest advertising | Julius Kayser & Co., New York, has 
into the bulletin. Says John Mes-| New York, to join Harold H. Clapp, |Prosram in the spring, has in- | joined Rollins Hosiery Mills, Des 
Louis, Sept. 30.—This is a|ker: “If one of my competitors has|Inc., New York, as assistant to |¢reased its appropriation for a fall | Moines, Ia., as underwear and lin- 
sto'y about a publication with an|scmething our men can use as a/H. W. Roden, president and general |campaign which will top its spring | Serie merchandise manager. 
int guing title, “The Hell We | means of staying in business, we| manager. Mr. Rees will also take| promotion. 


Ca. t!’, and about a smart manu- 


| publicize it!” 


jover some of the advertising duties 


The company has just added a 


fac urer who turned his hand to | First issue of “The Hell We) h#ndled by Mr. Roden. iseries of 1,000-line color advertise- 
pre erve his sales organization. |Can’t!” was a four-page job; issue | Before ae Maxon, Mr. Rees ments to be used in metropolitan West Coast 
sker Bros. Iron Company for-| No. 3 was six pages. Sample ideas | Filin meng on ry Iv es _| newspapers. This is in addition to 
me’l!y made metal windows and was | from the bulletin are: A Pittsburgh | én ae = ae with Ht ig Ry |the regular black and white ads AFFILIATION 
one of the country’s foremost manu- | dealer has found a good replace- | pany in sales promotion and ‘adver- |Scheduled in an extensive list of 
fac'urers in its field. Came a day ment item, fiber concrete pier forms; | tising departments. daily newspapers in 20 states from available to 
when metal windows were banned |in Rochester an enterprising agent cialis New York and New Jersey west to 
for the duration, and the company {has found that war plants now Streetcars Replace Buses Nebraska, Kansas and Oklahoma. EASTERN AGENCY 
we into war production. The|employing women need women’s In compliance with requests by In addition to the newspaper list, 
Me. <er sales organization, however, | toilet facilities; a Minneapolis dealer | the Office of Defense Transportation black and white ads are also being Pacific Coast 4A Agency offers region- 
wasn’t so lucky. It was—or would|is making fiber food lockers pay | jn Washington and the Sacramento | Used in Family Circle, Successful al service on national accounts. 
have been—left on a limb. off for him; a company in Hastings,| War Transportation committee, the Farming and Woman's Day. pig Ban Francisco, i a 
John Mesker, vice-president of | Neb., can furnish laminated plastic | Pacific Gas and Electric Company,| Copy is especially directed to the oe i: ik eee tan 
the company, and Mesker’s agency,| machine parts; wooden overhead | operating transportation services in| war production centers and _ fea- trial, eqricultural, pointe, public utili- 
Padco, sat down to work on a pro-|doors are suggested as a_profit- | Sacramento, recently used a four-|tures heavy duty laundering. The ties, financial, appliances, transporta- 
gr The program would have | making line; and Selby-Battersby |Column by 15-inch newspaper ad- new color ads use artwork and copy tion, home and garden equipment, 
two objectives: keeping the Mesker Company, Philadelphia, distributor | pad typed! a contrasting other methods of wash- hotels, drugs. (No retail clients.) 
sales organization intact and work- | of Dektred, a chemical solution giv- | a 7 ay Preriv nd rage 4 ws a be re- ing with the Climalene way, and Thorough knowledge all regional 
ing on as profitable a basis as| ing a waterproof, skidproof surface, ble ie as ot Pcie satel aga emphasize that “Climalene Makes eon comer agri en 
possible during the war, thus assur- | has a new product which seems to | the city’s transportation sy item the Big Difference.” All copy affiliation. ee thc erecar rd 
ing a ready “task force” to be used | have practical industrial uses, par-|made necessary by wartime de-|Stresses three important savings protected. Box 3812, Advertising Age. 
when hostilities are over. ticularly in preventing accidents! mands would be explained by sim-|in time, work and soap. Appro- 
It Packed Ideas due to slipping. ilar newspaper advertisements. 'priate messages tie in the extra 


The result of the conference was 
“The Hell We Can’t!”, a small pub- 
lication printed in red, white and 
blue, and illustrated with neat line 
drawings. The meat of the bulletin, 


CLASSIFIED 


however, is the ideas it carries. 
The first issue was mailed to 75 a YOUR BRAND W/ 
Mesker sales units, and appended to | e , Although your production of branded goods may have been 
each unit was a dollar bill. “Here's 4 A promotional —. - ¢ 
ole °? =i ‘ “ your serv ‘ , . , 1 
ti = ee a cut, you still can keep your trademark in the publie mind. You 
you've got to earn it!” To earn the 
hn é in dai 3 po GET SERVICE” , . ‘ , 
dollar, the agents were asked to 38 WHERE TO Tet. Me. can direct more service business to your dealers. You can pre- 
send in an idea, an idea suggesting 4 Vou Local Dealer is acoren ae 
new business to aid other agents in 8s ye OCAL DEALER His Address. a 
Rs ory rating lias 3 Verna. be ms acorns oo I we. | pare the way for more sales later. 
‘ lk c c : . your ss ee Tel. Ne. 
The dollars got results. Some 60 ” Vow Leest Coa us Aeoens Tel. Ne. 
: : ae 2a won tea Dealer Mis Adoress .. eer renee ve. SS , +4 
per cent shot back practical ideas; ‘sa Vow Local Desi ie eee ccceees Tw You can carry your trademark into the homes and business 
cael ad YOUR LOCAL DEALER. H's Address Te. ne. 
returned the dollars, 8 on Mea arg garess ee Te. We. 
4 “s 2) » . . 
leas, 3 without. Some used youn Loci eran sages ts | places of your best prospects by being represented in the 
the reply form furnished for the ua You eos) Soe ~ o, Te. Be. 
P ‘ 4 a Sele ARON 3 . ° ° P e 
a Surpose, Dus .mmore sat Gown snd Yoru oct beater ns noes TH | Classified section of Telephone Directories throughout the 
: dici\sted long personal letters, out- = Vou Local Gester Nis Asem Tet, Ne. 
: inf ee . _ < toe 322 Your A a : Tel No. . ° 
me liming in detail the steps they had | 524 Vow Less Deorer Wis Assress ts | territories you serve. 
} taken to keep going. All were | You Local Dealer Wis Aggress Tel. No. 
| pleased with Mesker’s attempt to ‘| | Youn LOCAL Of © eet Tat. he. 
" ‘ P . to P Your Local Dealer wis v Tel. Ne. . 
re them, and all requested that a MEAL ER His Address Yet. Se Your trademark would benefit 
the little book with the valiant 


Keep your trademark before the public— 


name continue to be published. . : ‘ 
E in this frequently-referred-to directory. 


The idea is summed up like this: 
“If you have a dollar and I have a 
dollar, and we swap, we each have 
a dollar. If you have an idea and I 
have an idea, and we swap, we each 
have two ideas.” 

An interesting development is the 


from this buying habit 
How it worked for 
Smith-Corona 


People have long consulted the Clas- 
sified for buying information. There 
they easily locate tradespeople and 
find where to get advertised brands 
and services. 


Your trademark would appear 
in the Classified with those of 
such companies as: 


Here's a typical case of many in 
our files. 


A firm in Pittsburgh needed 
lining up of new manufacturers Allen Calculators, Inc. There they would see your trade- service on their Smith-Corona 
with Mesker representatives. Nu- , , , ‘ . writers. Refe » to the 

: wos , . rect American Automatic Electric Sales Co. mark, and would easily find your typewriters, Referring to the 
merous makers of  non-priority ’ ) p Classified under Typewriters 

J . ° . . . Aassifier ade mw TS, 

products have found their sales American District Telegraph Co. local authorized representatives. me 1 the S I’ ‘ ‘ 
rganizations riddled by the draft ay. Serer Bee ener one 


Barrett-Cravens Co. 


and other wartime changes. Mr. trademark heading — with the 
Mesker got in touch with these Borg-Warner Corp. Your trademark would attract branch office listed under it. 

- mpanies, offered to publicize Carrier Corp. more service orders now, more They gave this office the order, 

them in the publication. Without st: 

exception they responded enthusi- Philip Carey Co. sales after the war | 
astically, and supplied ample litera- Cherry-Burrell Corp. — — 


_—_— 


Right now emphasis is on repair 


Chrysler Corp. 

Crucible Steel Co. of America 
Dayton Rubber Mfg. Co. 
Devoe & Raynolds Co., Inc. 


Evinrude Motors Div. — Outboard 
Marine Mfg. Co. 


General Electric Co. 
General Motors Corp. . 


work. Many dealers, yours perhaps 
included, must depend on this ae- 
tivity to keep going. You'll bring 
them more of it when your trade- 
mark and dealers appear in the 
Classified. 


Let ustell you more about this 
plan which will help hold your 
dealer organization and your 
place in the market. Just call 
your telephone company and 
ask for the Directory Adver- 
tising Representative. 


10 Copies 
for A-Penny 
ANE, Hi ne 


Tr. 


Hertz Drivurself Stations, Inc. 
Johns-Manville Sales Corp. 
Libbey-Owens-Ford Glass Co. 
Lyon Metal Products Co. 
Moto-Mower Co. 


Nash-Kelvinator Corp. 


That. all this 8 page booklet Natlonet Cosh Register Co. 
R cost our ‘eastomer es ofe of Philco Radio & Television Corp. 
N Ame ca's largest chain store Remington-Rand, Inc. 
T orge zations. We printed over Seiberling Rubber Co. 

be vy Nena 3 1) of Sherwin-Williams Co. 

| rey Waxy. Hore 5 ate L C Smith & Corona Typewriters Inc. 
bour printed on good quélity Stromberg-Carlson Telephone Mfg. Co. 
New: 


‘int. Copy sent on request. 


OPPING NEWS 


“Division CLEVELAND 


Todd Company 
Westinghouse Electric & Mfg. Co. 
Willard Storage Battery Co. 
Yale & Towne Mfg. Co. 


bE ad 


Your trademark and dealer listings can appear in one telephone 
directory or a thousand. The circulation can match your distribution, 
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Admen in the 
Armed Forces 


Donald K. Colvin, for the past 10 
years advertising manager of the 
Hoover Company, North Canton, O., 
has been commissioned 
the Army air forces and assigned to 
Miami Beach for officers’ training. 
He will be assigned to the intelli- 
gence division. Leo P. Corcoran, 
assistant advertising manager, 
take over in Capt. Colvin’s absence. 

Jarvis Bishop, who left his desk 
11 months ago in the advertising de- 
partment of Tide Water Associated 


Oil Company, Associated division, 
San Francisco, has been commis- 
sioned as a second lieutenant in the 
Army. 


Robert Pries, until recently pro- 
duction manager at the San Fran- 
cisco office of Lord & Thomas, has 
joined the Navy as seaman, 
class. Ted Lotter, formerly 
Sterling Engraving Company, 


with 
San 


Buffalo's | 
a Most | 
Powerful | 


Transmitter 
Plant 


GIVES 


WGR 


BUFFALO’S LARGEST 
REGIONAL COVERAGE 


5000 WATTS BY DAY 
1000 WATTS DIRECTIONALLY 
INTENSIFIED BY NIGHT 


BASIC 
MUTUAL 
550 K.C. 


New $350,000 Transmitter Plant 


’ 


BUFFALO 
BROADCASTING CORPORATION 


a captain in | 


will | 


first | 


Francisco, has been appointed pro- | 
duction manager of the San Fran- | 
cisco office of Lord & Thomas. | 
Stuart O. Harding, formerly with | 
the Owl Drug Company advertis- | 
ing department, has joined the 
agency’s media department. 

Knollin Advertising Agency, San | 
Francisco, recently lost two of its | 
staff to the armed forces: James R. 
Ferguson, former account executive, 
to officers’ training school, Ft. Sill, | 
Okla., and Frank P. Newton, now a | 
lieutenant (jg), at the Navy’s in- 
doctrination school, Newport, R. I. 

2nd Lt. Robert (Bob) McAndrews, 
former NBC sales promotion man- 
ager, now with the Army air forces 
at Santa Ana, Cal., is now on a 
temporary recruiting detail in San 
| Francisco, lining up mechanics and 
| radio operator recruits for the Army 
| air fields. 

Hal Coffin, formerly advertising 
sales promotion manager at the San | 
| Francisco offices of Columbia Steel 
Company, has joined the Navy and 
has been sent East for training. 
|Sheridan Atkinson assumes Mr. 
Coffin’s duties. 

Ken Beaver, formerly with the 
Long Advertising Service, San 
Francisco, is now a lieutenant in the 
| Navy, stationed at San Francisco. 

Robert M. Newcomb, copy direc- 
tor for Ward Wheelock Company, 
Philadelphia, has been commis- 
sioned in the Naval reserve. 

Richard Manning has _ resigned 


| from the advertising department of 


Yachting, New York, to accept a 
commission as ensign in the Naval 
reserve. 

Wilbur Eickelberg, general sales | 
manager of the Don Lee Broadcast- | 
ing System, has resigned to join the 
Marine Corps as a captain. Sydney 
B Gaynor, formerly commercial 
manager of KHJ, Los Angeles, will 
take over Capt. Eickelberg’s posi- 
tion, and Mr. Gaynor’s job will be 
filled by Bruce Ellis, formerly ac- | 
count executive. Ed Kemble, for- 
merly merchandising director for 
the network, will take Mr. Ellis’ 
post, and Mr. Kemble’s position will 
be filled by Fair Taylor. Capt. 
Eickelberg, general sales manager 
for three years, served with the | 
Leathernecks in World War I as a| 
lieutenant. 

Sgt. Charles L. Fleming, formerly 
with Blackett - Sample - Hummert 
and Arthur Towell, Inc., has com- 
pleted his training in Marine boot | 
camp and has been assigned to the | 
Milwaukee recruiting office of the | 
Marine Corps. 

Maj. Ted Dealey, publisher of the | 
Dallas News, has resigned as com- 
mander of the 29th battalion, Texas 
Defense Guard, to accept a major’s 
commission in the Army. 

Saul Diamond, for the past six 
years advertising manager of Wo- 
, men’s Wear Daily, has taken a leave 
of absence from the publication to 
join the Army. 

Harry D. Reynolds, Jr., son of the 
president of Reynolds - Fitzgerald, 
newspaper representative, New 
York, has been commissioned a 
second lieutenant in the Marines. 
Frederick Bartlett, formerly in 
charge of the Seattle office, has been 
commissioned a lieutenant in the 
Navy, and Chester Latala, of the 
Chicago office, has enlisted as a pri- 
vate in the Army. 


Renews Kate Smith 


QUESTION AND ANSWER TECHNIQUE 


bit “ 
i) . 
“WHO PAYSTHELOSS “~~ 
Zi AS 
., IF MY HOME IS DESTROYED “== la “ 
OR DAMAGED BY ENEMY ATTACK?” 
- 
Since the outbreak of the war mony property owners hove worth insuring against fire. they are 
felt somewhot confused about their insurance protection worth insuring against bombard 
The first point te remember is that existing fire insurance ment 
policies provide exactly the same coverage now thot they 
did before the wor The Government ond the fire insurance © | LIVE & RENTED PROPERTY Cant 
companies quickly realized however thet property owners OBTAIN WAR DAMAGE INSURANCE ON 
would need additional protection agoins! possible wor WOUSENOLD COURS, AUTONORIE, ETC. 
hazords This protection — in the form of o definite written Yes, War Damage Insurance may 
contract—is now available The following is intended to on- be applied to almost all forms of 
swer certoin questions concerning this new type insurance real and personal property 
HOW SOOM WOULD LOSSES BE PAID’ 
CAN | COLLECT ANYTHING ON MY FIRE IN WHAT US THE WAR DAMACE CORPORATION? 
SURANCE IF MY HOME IS DESTROYED OR The War Damage C orporation was The policy provides for paymes 
SET ON FIRE BY ENEMY ATTACK? created by the wien Se an ner. aacepneee 
‘00 \ ved by the War 
No. standard fire insurance policies and operates ne * waen 
do not cover this hazard agents and w 
CAN | EXPECT TO COLLECT FROM THE e cage age eo ge WEEN MUST THE PREMNEN OF PANT 
ance, and with the fire imsurance 
GOVERNMENT! companies. who issue the policies as The full amount of the premium 
The temporary protection provided fiduciary agents of the Corporation must eccompeny your application 
by the Government without Pre wast DOES WAR DAMAGE INSURANCE DOES WAR DAMAGE INSURANCE BECOME 
mium charge expired June 30,1942. cass, EFFECTIVE AS SOOM AS | APPLY FoR IT? 
THEN HOW CAN | PROTECT MYSELF For private dwellings and contents No. it does not go into effect until 
AGAINST LOSS If MY HOME IS DESTROYED = the rate is 10 per $100 of insurance it is approved’ by the company is 
BY ENEMY ATTACK? t m premium,$300. suing the policy for the War Dam 
ey buying War Damage Corpora Rate lasses of property age Corporation. If you wait until 
tion insurance which specifically  ©@" from your insur raid damage occurs, it 1s too late to 
protect esulting ance agent or broker insure against it For thes reason you 
from ene ng action CAN | INSURE MY HOUSEHOLD PROPERTY are urged to apply for War Damage 
taken by ary. naval or air AND AUTOMOBILE WITH MY HOUSE’ Corporation Insurance today. Tele- 
forces mn ttack You can and should. If they are phone or write for particulars 
YOUR LOCAL BOARD OR AGENCY NAME HERE 


Answers to vital questions about war damage insurance on homes are brief and 

clear in this suggested 600-line advertisement for individual insurance agents or 

local boards. It is part of an advertising plan proposed at the agents’ recent 
national convention in Chicago (Advertising Age, Sept. 28). 
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Business Editors 
Re-elect Tuttle 


Kenneth R. Tuttle, Stanley Wo 
New Britain, Conn., has been 
elected president of the Busi: 
Editors’ Club of Southern New EF 

land. 
Other officers elected were \ 
| presidents, John H. Bronson, H: +- 
ford Electric Light Company, i 
Roger H. Dickenson, Phoenix 
Insurance Company; secret 
Daniel Kraft, International Si 
Company; treasurer, Antone S 
sen, Connecticut Plan for Hos; 
Care. 


Gascoigne Named V. P. 
Henry L. Gascoigne, manage: of 
the Boston office for National Tr »4- 
sitads since its organization in 1! 9. 
| has been named vice-president 
charge of sales and service in \ 
| England. He will continue his { -- 
|mer duties as supervisor of | 4) 
sales operations in that territory 


Names Vice-Presidents 


| Thomas D. Jolly, chief engi: 
|and director of purchases, and M. \| 
| Anderson, personnel manager 1 
director of labor relations, he 
been elected vice-presidents of | ie 
| Aluminum Company of Ame: 
Pittsburgh. 


tinue on 81 stations. 
agency. 
Take Full CBS Net 


P. Lorillard Company’s 
Eddy” 
“Great Moments in Music” 


General Foods 


Over Columbia Net 


New York, Sept. 30.—General 
Foods Corporation, heaviest CBS 
sponsor in both 1940 and 1941, this 
week renewed five of its programs 
over the Columbia network. “Kate 
Smith,”’ which when suspended for 
ithe summer was heard over 91 CBS 
outlets, has returned on the full net 
of 114 stations and will be presented 
this season for Jell-O and Jell-O 
puddings. The show is broadcast 
Fridays from 8 to 8:55 p. m., EWT, 
wih a_ rebroadcast at midnight. 


tions, effective Oct. 28 and Oct. 
respectively. ‘Nelson Eddy,” 
heard over 63. stations for 
Golds, is broadcast Wednesdays, 
to 8:30 p. m., EWT, while 
Moments in Music,” 
59 outlets, 
10 to 10:30 p. 


agency, and Young & Rubicam 
the Celanese agency. 


“Blondie” Renewed 


has renewed “Blondie,” 


Y & R is the 


“Nelson | 
and Celanese Corporation’s | 
will ex- 
pand to the full CBS net of 114 sta- 


now 
Old 
8 
“Great 
now aired over 
is broadcast Wednesdays, 
m., EWT. J. Walter 
Thompson Company is the Old Gold 


is 


R. J. Reynolds Tobacco Company 
aired over 


OU know that detours are 
always irritating, generally 
costly — and sometimes the 
. Why 
suffer these handicaps in 
your printing or other produc: 


cause of serious loss. . 


tion needs? Why have your 


Behr Named Manager 


John H. Behr has been appointed 
San Francisco divisional sales man- 
,}ager for Ohio Match Sales Com- 
pany. 


Young & Rubicam is the agency. 
“Kate Smith Speaks,” a daytime 


| program heard for Calumet baking 


powder and Swans Down cake flour, 
has been renewed over 73 CBS sta- 
tions. This broadcast is heard Mon- 
days through Fridays from 12 to 
12:15 p. m., EWT, also via Young 
& Rubicam. 

“Joyce Jordan, M. D.,” 
Food’s program for La _ France, 
Satina and Postum, has been re- 
newed over 76 stations. It is broad- 
cast Mondays through Fridays, 2:15 
to 2:30 p. m., EWT, with a rebroad- 
cast at 3:30 p. m. Y & R is the 
agency. 

The Post Toasties 
“Young Dr. Malone,” was renewed 
effective Oct. 5. The serial drama 
is aired Mondays through Fridays 
from 2 to 2:15 p. m., EWT, over 87 
Columbia | stations. Benton & 
Bowles is the agency. 

In addition, General Foods 
renewed “William L. Shirer 
for a second season. Broadcast 
Sunday, 5:45 to 6 p. m., EWT, for 
Sanka coffee, the newscast will con- 


General 


program, 


* BUY WA 


TYPOGRAPHERS 


R BONDS *® 


Exclustve al Batiid’s of Course ! 


Hu ny Baiid Coifcration 


18 East Kinzie St. 
WHitehall 4347 


€nACA.G.O 


Est. 1910 


CBS for Camel cigarets and Prince 
Albert smoking tobacco. The broad- 
cast is heard Mondays from 7:30 to 
8 p. m., EWT, over the full network 
of 114 stations, with a rebroadcast 
at 10:30 p. m. William Esty & Co. 
is the agency. 


“Dr. Christian” Continues 


Effective Oct. 28, Chesebrough 
Mfg. Company will start its sixth 
season as sponsor of “Dr. Chris- 


tian,” 
matic program is aired for Vasoline 
preparations on Wednesdays, 8:30 
to 8:55 p. m., EWT, with a rebroad- 
cast at 11:30 p. m., over 66 CBS 
stations. McCann - Erickson is the 
agency. 


has | 
News” | 


iF riskies Hel, Helps 
Dog Owners Find 
Their Lost Pets 


St. Paul, Sept. 30.—A 
|parture from ordinary 
advertising appeared recently in 
the “St. Paul Shopper” with the 
product, Friskies, tied in with the 
|local Humane Society Animal Shel- 
ter and 
rently harbored in the Shelter. 

The novel treatment was the idea 
of Thomas J. Walsh, sales manager 
for Friskies in the Minnesota ter- 
ritory. Mr. Walsh ran his adver- 
tisement under the Livestock—Pets 
classification a One-time inser- 
tion, but hopes to test effectiveness 
of the lost dog “inventory” by run- 
ning a schedule in both Tuesday and 
Thursday issues of the “Shopper” 
for several weeks. 


de- 
food 


new 
dog 


as 


Owen Joins CBS 


Gordon Owen, formerly 
Gillham Advertising Agency, 
Lake City, has joined the Chicago 
Radio Sales. staff of Columbia 
Broadcasting System. Mr. Owen 
was San Francisco Radio Sales rep- 


with 
Salt 


| “New Wings to Words” 16 Pages of New Display Ideas Sent Free to Requests on Letterhead resentative for CBS in 1940-41 


with Jean Hersholt. The dra- | 


listing the lost dogs cur- | 


printing continually detoured 
—one place for engravings, 
another for type-setting, some- 
where else for presswork? . .. 
When you put selling vehicles 
on the straight, smooth, fast pro- 
duction route —Faithorn 3-in-1— 
you avoid all detours. Your jobs 
bowl merrily along; arrive on 
schedule — clean and hand- 
some, fit to carry your sales mes 
sage with honor. . . You’'|! get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 
productive work we are doing. 


For many years 
Finchley has 
used FAITHORN 
3-in-one complete 
You, 
can now enjoy its 
many advantages. 


service too, 


FINEST ENGR. 
FINEST TYPOG! 
FINEST PRID 


df 


PRIN Tins 


Youcan use one orall,justasy 
but all are here, ready to serv 
Speed,economy, satisfaction 


FAITHOERN 


CORPORAT)? oN 
Telephone Wabash 7& ° 
504 SHERMAN STR 57 
CHICAGO 


| DAY AND NIGHT SEI AND NIGHT SE Bice 
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Must Explain ‘Why’ 
Behind Industry's 
Wer Record: Carr 


Continued from Page 1) 
time ~roduction only because they 
had een able to develop without 
gove: mental interference in the 
veal efore. 


‘industry Must Tell “Why” 


“Industry,” he said, “is partially 
ne in telling of its achieve- 


men n war production without 
oin' to the ‘why’ of these ac- 
com hments—in short, how they 
were nade possible. The vast army 
f people who write for publication 
and 10 believe in the free enter- 
prise system have also missed the 
boat failing to go behind the 
scene. and discuss what has made 
LOS this winning of the battle 
of production. 


“The ability to convert these pro- 


duct lines to all-out war effort 
on products not previously manu- 
fectured is a tribute to the efficiency 
of tl American system of mass 
manufacture, which includes com- 
plete organization—all of the genius 


which has developed the research, 


advertising, marketing and mer- 
chandising technique of these com- 
panie 

“It is the same talent which 


95.1% 


RADIO OWNERSHIP IN 


| AMERICA’S No. 1 MARKET 
ionally high radio ownership 
ed with the nation’s highest 


ta spendable income make 
sure bet for RESULTS! 


Daily 


April 10, 1942 


| Representatives: WEED & COMPANY 


New York, Chicago, Detroit, Los Angeles, 
: San Francisco : 


lresearch, 


enabled them constantly to design 
new models of automobiles to suit 
the tastes and pocketbooks of the 
American people, and then to build 
great distributing organizations to 
sell these products through the me- 
dium of advertising and marketing. 

“The automobile business has not 
been static throughout the years. It 
has been one of constant readjust- 
ment to meet changing economic 
conditions. To name a striking in- 
dividualist in the field, it was a man 
named Henry Ford who amazed 
everyone many years ago when he 
said he was going to make auto- 
mobiles to sell for $500 and that he 
would sell millions of them. He did 
it through the genius of applying 
mass production methods to sound 
American principles of individual 
initiative. It meant more than just 
creating a continuous’ production 
line; it meant research, designing, 
engineering, advertising, marketing 
and merchandising. Because he was 
able to create a popular product and 
sell it, Henry Ford was equipped to 
take on the job of making bombers 
when the time came for that chore.” 


Extremely Valuable Tools 
Mr. Carr reviewed the great de- 
velopments currently going on in 
aviation and other industries, based 
on their pre-war establishment and 


growth, which supplied a_ sound 
basis for rapid expansion to war 
needs. 


“To sum up the aviation picture,” 
he said, “the ‘why’ back of this per- 


formance by our great aviation 
companies is just another tribute 
to the organizing genius of these 


men who looked at aviation in peace- 
time days a selling job, and 
learned all about those tools known 
advertising, merchandising and 
marketing. 

“Unless 


as 
as 


they are straitjacketed 
in a planned economy, these men 
will go on with the same tools in 
the post-war era when aviation for 
peacetime pursuits really 
into its own.” 

After analyzing the claim that 
American industry deliberately re- 
stricted production before the war, 
by showing that production had 
been rising and prices falling in 
most of the large industries of the 
country during that period, Mr. Carr 
pointed to the record of own 
company. 


comes 


his 


When Peace Comes 


“Here again comes the 
advertising, marketing 
chandising,” he said 
history of the aluminum industry 
in the United States has been a 
story of a fight for markets. Nobody 
wanted it in the beginning. It took 
market studies, engineer- 


story of 
and mer- 
“The 54-year 


‘oA SPECIALIZED GROUP 


THOROUGHLY 


TRAINED IN 


DEALER-CONSUMER PSYCHOLOGY 
-+ COMBINING CREATIVE TALENT, 
CARDBOARD INGENUITY AND 
ODUCTION CRAFTSMANSHIP 
0 PRODUCE DISPLAYS 


: Ni 


ISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION SKILL 


NEW APPROACH 


CHAIN BELT Co. | 


or mikwaunee 


A somewhat different approach to the 
Army-Navy E award type of advertising 
is given this copy for Chain Belt Co. 
which will appear in 26 business papers 
in October and November. The head- 
line, borrowed from the third verse of 
“Columbia, the Gem of the Ocean," 
accents the quiet, unhysterical copy. 
Buchen Co., Chicago, is the agency. 


salesmen and advertising to create 
those markets. 

“When peace comes, there will be 
even greater necessity to find new 
markets, new things, new ways to 
make and do old things, and then 
advertising to tell about it. Other- 
wise, I leave to your imagination 
what will happen to a_ productive 
capacity seven times what it was 
before World War II.” 

In the consumer goods field, Mr 
Carr pointed out, the great food and 
beverage companies whose busi- 
ness has been built by distribution, 
supported by 
ing, have promptly geared 
selves to the war effort. 

“Our Army and Navy are being 
better and more scientifically fed 
than any other group of fighting 
men in the history of the world,” 
he declared. “The American people 
are being taught nutrition, 
conservation and _ intelligent 
buying. 

“Many of these companies, in 
addition to their essential effort to- 
ward winning the war, have found 


them- 


food 
food 


it possible to convert quickly certain | 


types of their equipment to the 
manufacture of actual fighting ma- 
terial.” 


Can Assure Prosperity 


In making a plea for the proper 
recognition of the part the free 
enterprise system has played in the 
war effort, Mr. Carr asserted that if 
it is allowed to function in the post- 
war era, it will be able to assure 
prosperity without government aid 

“Under the operation of the 
American system we know it,” 
he said, “there is a bright post-war 
future. From total production for 
varfare, we will go over, I trust, to 


as 


a production in a large measure fot 


welfare. And if the free enterprise 
system is allowed to operate with- 


out too much regimented control, 


advertising and sell- | 


we won't need gigantic public works 
programs to prime the pump.” 

Pointing out that the public will 
enter the after-the-war period freer 
from debt than for a long time, Mr. 
Carr said that purchasing power 
will be available on a large scale 
through savings now being made 

“I was one of the pioneers,” he 
said, “in urging advertisers to use 
space now to ‘spell out’ for the 
people the post-war things they can 
have if they will save now through 
war bond purchases the where- 
withal with which to buy later on. 
We used advertising space for this 
purpose, and I am pleased 
others doing likewise. 


to see 


Abstractions Not Effective 


“In thinking over the idea before 
we advanced it, I was reminded of 
the Christmas Savings Clubs. People 
would never save much in 
stract, and admonitions to save 
used to roll off people like water off 
a duck’s back. Finally some smart 
guy figured out that everybody 
knew about Christmas, so he started 
Christmas Savings Clubs. Banks 
began advertising them in the news- 
papers and they became an Ameri- 
cen institution. 

“It is the same with bond selling 
Paint picture of the ways in 
which people can satisfy their pent- 
up wants after the war, and you 
make every bond purchase a dou- 
ble-duty dollar—to win the war and 
to create a peacetime market which 
means peacetime jobs. 

“But this somewhat happy pic- 
ture of post-war prosperity will 
depend largely on whether the free 
enterprise system of competitive 
economy shall be permitted to con- 
tinue without being directed 
every detail centralized 
ning control. 

“The entire system is founded on 
an intelligent distribution of 
products at low. prices, so 
American people have attained a 
standard of living not even ap- 
proached anywhere else in_ the 
world. This great tree of distribu- 
tion nourished by four roots 
marketing, advertising, merchandis- 
ing and selling. These roots thrive 
lonly in the soil of a free competi- 
itive enterprise system.” 

Mr. Carr paid his respects to the 
Department of Justice, saying that 


a 


in 


by plan- 


good 
the 


Is 


more than 3,000 individuals, firms, 
corporations and organizations are 
now awaiting trial under the anti- 
ltrust laws. 


Strictures Placed on Advertising 


“Strictures 
said, “have 
consent 


he 
the 


and 


on advertising,” 
been expressed in 
of the Ford 
Chrysler automobile finance 
the prosecution of the cigaret 
companies and in the prosecution 
of the food and drug companie: 
operating in state fair trade acts 
and state unfair practice acts. 
It is a tendency toward strict com- 
petition on a price basis rather than 
brand and quality competition.” 
Urging the newspapers to bring 
constantly before the American peo- 
ple the essentials of this distribu- 
tion system, whereby this country 
has attained its marvelous standard 


decrees 
cases, 


in 


in 
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the ab- | 


of living. Mr. Carr concluded by 
saying, “All of us are pledged to 
support the four freedoms. They 
form a keystone in the arch to the 
American way of life. But there 
is still another freedom which has 
tc do with the American way otf 
living. That is the competitive 
economy of the free enterprise sys- 
tem. Let’s preserve it.” 


Book Fair Scheduled 

The Philadelphia Record’s second 
annual “Book Fair,” featuring the 
United Nations at War, will be held 
at the Hotel Bellevue Stratford, 
Philadelphia, Oct. 12-15. The Fair’s 
program, speaking sessions and ex- 
hibits are presented in cooperation 
with the Philadelphia Booksellers’ 
Association. 


Greeley Joins Agency 


Joseph M. Greeley has joined the 


jstaff of Pedlar & Ryan, New York. 


Mr. Greeley was formerly advertis- 
ing and sales promotion manager of 
the flour and cereal division 
Hecker Products Corporation. 
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Warns Against 
Abuse of U. S. 
Ad Expense Policy 


Complete Text of Comm. Helvering’s 
Statement on Advertising Costs 


(Continued from Page 1) 

The following is the first full and 
formal statement on Bureau of 
Internal Revenue policy regarding 
the deduction of advertising costs. 
Signed by Commissioner Guy T. 
Helvering, chief of the bureau, it 


ment, given in full text in the ad- 
oining column, was amplification 
of the remarks of Secretary Mor- 
genthau before the Joint Congres- 
sional Committee on Taxation, and 


was discussed in correspondence ex- amplifies the public statement of 
changed in August between the secretary Morgenthau made May 28, 
ANA and the Treasury Department. 1949 before the Joint Congressional 
In commenting on the latest as- Committee on Internal Revenue 
oe rng given to advertisers, Mr. taxation (ADVERTISING AGE, June 1) 
West lauded the Treasury’s “sym- and the informal exchange of cor- 
pathetic understanding of the prob- ,, spondence with the Association of 
lems of business National Advertisers (ADVERTISING 
ran AGE, Aug. 31). 
Food Materials to Samson Mr. Helvering’s 
Food Materials Corporation, Chi- !oWs: 
cago, maker of Veritivan old-fash- “To be deductible, advertising 
oned vanilla flavor, has appointed expenditures must be ordinary and 
M. L. Samson, Chicago advertising necessary and bear a_ reasonable 
and publishing counsel, to handle its relation to the business activities in 
idvertising. An extensive direct 
mail and trade paper campaign is 
planned for the coming year. 


stutement  fol- 


which the enterprise is engaged. 
The Burea'i recognizes that adver- 
tising is a necessary and legitimate 
business expense so long as it is not 


carried to an unreasonable extent or 
does not become an attempt to avoid 
proper tax payments. 


“The Bureau realizes that it may 
be necessary for taxpayers now 
SELLING POWER |'engaged in war production to main- 


tain, through advertising, their 
in the 


trade names and the knowledge of 
the quality of their products and 

SOUTH’S 
GREATEST CITY 


good will built up over past years, 
so that when they return to peace- 
time production their names and the 
quality of their products will be 
known to the public 


Six Factors Considered 


“In determining whether such 
/expenditures are allowable, cogni- 
zance will be taken of (1) the size 
of the business, (2) the amount of 
prior advertising budgets, (3) the 
public patronage reasonably to be 
expected in the future, (4) the 
increased cost of the elements 
entering into the total of advertising 
expenditures, (5) the introduction 
products and added lines, 


$0,000 WATTS 


CLEAR CHANNEL 
C BS AFFILIATE of new 


and (6) buying habits necessitated 


Nat. Rep.—THE KATZ AGENCY, INC. by war restrictions, by priorities, 


and by the unavailability of many 


Canadian newspapers 
at “Action Stations” 
24 hours each day 


Hecause they stand ready to go inte instant action 
in any given locality, or from: coast to coast, daily 
newspapers have proven of inestimable value to 
Federal, Provincial and local governments in the 
handling of war-time emergencies. It has been 
possible to place printed details of MLapor taunt 
changes, new regulations, ete.. in the hands of the 
entire nation on the same dav. This same service 
is available to advertisers in the handling of trade 
emergencies where it is essential that consumers 
he fully informed as to altered conditions, ete. For 
quick action and universality of readership the 
daily newspaper is in first place in Canada today 
Pay rolls in Toronto are at an all-time peak 


sales are rolling Lp) I prepeortian, and 


TORONTO IS A "TELEGRAM" CITY 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


TORONTO CANADA 
*« New York: Dan. A. Carroll 


Chicago: John E. Lutz 


of the raw materials formerly fabri- 
cated into the advertised products. 

“Reasonable expenses incurred by 
companies in advertising and adver- 
tising technique to speed the war 
effort among their own employes, 
and to cut down accidents and 
unnecessary absences and_ ineffi- 
ciency, will be allowed as deduc- 
tions. Also reasonable expenditures 
for advertisements including the 
promotion of government objectives 
in wartime, such as conservation, 
sulvage or the sale of War Bonds, 
which are signed by the advertiser, 
will be deductible provided they are 
reasonable and are not made in an 
attempt to avoid proper taxation. 

“It is the statutory responsibility 
of the Bureau to determine and col- 
lect federal taxes, among which are 
the income and excess profits taxes, 
and to prevent abuses and attempts 
to avoid the high tax rates to which 
business will be subject under the 
proposed tax bill now before Con- 
gress. 


No Definite Rule Available 


“No definite rule for determining 
what is reasonable in the case of 
expenditures for advertising can be 
laid down in advance so as to fit 
all situations and all classes of tax- 
pavers. In determining whether the 
amounts are reasonable it is neces- 
sury to take into consideration all 
the facts and circumstances in each 
particular case 

“The Bureau will consider appli- 
cetions for individual rulings. It is, 
however, busy with an unusual 
volume of work, and it is believed 
that if taxpayers will keep in mind 
ithe foregoing general rules, indi- 
Vidual rulings will not be necessary 
except under most unusual circum- 
stances.” 


“No Speeches’ 
for Ad Execs’ 
‘Chicago Meeting 


Chicago, Oct. 1.—The fall meet- 
ing of the Newspaper Advertising 
Executives Association will be held 
here Oct. 12-13 at the Blackstone 
Hotel Called a wartime confer- 
ence, and using the theme “Two 
days closer to victory,” the news- 
paper ad executives will skip the 
speeches and concentrate on clinical 
discussions and exchange of ideas. 

In place of speeches will be “bed- 
rock” talks, given by association 
members picked by the program 
committee because they have had 
experience in dealing with the 
problems they will discuss The 
aim of the conference is to provide 
association members with accurate 
information about present condi- 
tions, and to suggest workable ideas 
for adjustment to those conditions. 

All talks will be held during the 
mornings, and the war clinic will 
consume both afternoons. 

Newspaper admen planning to 
attend, however, are being cau- 
tioned to make their transportation 
reservations as early as possible 


Patcevitch Succeeds the 


Late Condé Nast 


Iva Patcevitch 
has been elected 
president of 
Conde Nast Pub- 
lications, New 
York, succeeding 
the late Conde 
Nast. 

Mr. Patcevitch 
joined the organ- 
ization in 1928 
and has served as 
Mr. Nast's execu- 
tive assistant and 
on the board of 
directors and 
executive com- 
mittee. Other officers of the com- 
pany will remain the same 


Iva Patcevitch 


Screenland Unit Moves 
Screenland Magazine, Inc.. New 

York, has moved from 45 W. 45th 

street to 205 E. 42nd street. The 


company publishes Screenland, Sil- 


ver Screen and Movie Show. 


Drug Field Sees 
Changes Imminent 
in Distribution 


(Continued from Page 1) 


is especially pronounced in the case 
of small stores. 

“It has been the expressed fear 
on the part of the wholesaler and 
retailer that at the end of the war 
we might find not only manufac- 
turing monopolies, but might also 
find ourselves in an era of virtual 
monopoly in wholesale and retail 
distribution,” he said. 

“In other words, large depart- 
ment stores, mail order houses and 
chain stores would control distri- 
bution in this country. The small 
retailer and small wholesaler would 
be a thing of the past. We must 
fight aggressively every attempt to 
bring this about because this is 
directly contrary to what we believe 
to be the true system of private 
enterprise. In the drug business, at 
least, the future of most manufac- 
turers and of all wholesalers is tied 
up in the future of 60,000 retail 
drug stores.” 


Describes Inventory Control 


Mr. Hutchins suggested that man- 
ufacturers study distribution costs 
carefully, avoid price differentials 
that penalize the small dealer and 
give consideration to the elimination 
ot slow-moving items. 

The operation of inventory con- 
trol was described by Eaton V. W. 
Reed, chief of the wholesale and 
retail policy section, WPB Office of 
Civilian Supply. Equalization of 
stocks on the basis of previous sales 
volume will lessen inflationary pres- 
sure, he said, and may make ration- 
ing unnecessary. In the drug field, 
stocks of wholesalers and retailers 
are generally in “good condition,’ 
he added. 

Miller McClintock, director of the 
Advertising Council; Robert W. 
Burns, acting chief of the OPA 
proprietaries and toiletries section: 
and Cyril H. Lander, vice-president, 


National Drug and Chemical Cm. 
pany of Canada, also addressed the 


| gethering. 


George Van Gorder, vice-presj 
dent, McKesson & Robbins, [neo 
was elected president of the 
ciation, to succeed Mr. Hutc! 


Intercity Conference 
Set for Oct. 10-11 


The ninth annual Intercity 
ference of Women’s Adve: 
Clubs will be held Oct. 10- at 
Hotel Statler, Buffalo, with the 3ys- 
falo League of Advertising W. men 
as host group. The luncheon oro. 
gram Oct. 10 will be a sympo ium 
on “Advertising in Wart e.” 
Speakers will be: Harold M. Fb ch; 
president, Wm. Hengerer Com) in) 
John J. Foy, Curtiss-Wright ,! 
poration; John A. Bacon, direct + of 
sales, Buffalo Broadcasting Cor) jra- 
tion; and Russell C. Harris, nat jng 
advertising manager, Buffalo ( jy. 
ier-Express. Margaret Wilkinsc ,, of 
Station WBEN, will be modera 

The conference is composs 
women's advertising clubs o 
Louis, Chicago, Milwaukee, Ds 
Toledo, Cleveland and Buffalo 


VOr 


p [connecricur's PIONEER BROADCASTE 


Since 1930 


For 12 years, weve 
been Basic CBS for 
more than 4 _ 1 
eople in our Fri- 
oaty Listening Area. 
Given this coverage 
and “arr pro- 
ram schedule, you 
pa see why WDRC's 
= rate is so ge 
\Wa:t? Use WDRC to se 
the rich Hartford 
Market. 


1941, based on 


of the 60 cities. 


Philadelphia . 


PHI 


DAILY 


Do You Know the 
PHILADELPHIA 
SITUATION 


Let us look at the advertising situation 
during August, 1942, as against August, 
figures from 

Records, Inc., covering 60 cities. 


% Philadelphia had the largest gain in advertising linage 


*% 26 cities listed showed gains . . . 34 showed losses 
... on the whole the gain was .2‘,. 


% Philadelphia showed a gain of 14.4°-. 
% The Philadelphia DAILY NEWS showed a 


GAIN OF 20.3% 


These advertising records show that someone is going 
after the tremendous, potential business possibilities in 
.. What are you doing about it? 


AN ADVERTISING RECORD OF 32 
STRAIGHT MONTHS OF ADVERTISING 
GAINS BY THE 


IS VERY SIGNIFICANT OF 
RESULTS ATTAINED! 


Media 


NEWS 
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G d ll R rses Willi Advise tions” to induce customers to visit tion of dependability which Mrs. ‘Sentinel’ Advances Two 
ooada evers Ss Ss them. One of the most potent of Housewife appreciates. Fred J. Chlupp, formerly local ad- 
s Pse * Willis sai s “feature “With so much talk about the . PE cl ? ae 
. G B k S P h these, Mr. Willis said, is to “feature ab vertising manager of the Milwaukee 
Policy; oes ac upers to us products and brands which Mrs. lowering of quality of merchandise, Sentinel. has been appointed na- 
Ad All K B d Housewife actually wants to buy, ®nd warning to the public to be on tional advertising manager, to suc- 
tc owances nown ran Ss rather than what the distributor the lookout for such things, the ceed H. F. Van Horn, who is now a 
neinnati, Oct. 2—In a reversal St. Louis, Sept. 29.— Declaring may want especially to sell. Your established brands become an in- partner in a Philadelphia manufac- 
¢ oolicy which is all the more re- that establishment of an adequate stocking and prominently featuring ee policy for Mrs. Housewife, ped accra A Francis H. James. 
ma kable in view of existing con- food administration is a necessity,) the prominent brands which Mrs. as a protection against being staff salesman, has been named local 


seen : ' ‘oypped.’ ” advertising manager. 
jit, ns, Goodall Company, maker of Paul S. Willis, president of the Consumer prefers will help in solv- gypped. waste oa ate ii 
Paln Beach and other summer- Grocery Manufacturers of America, ing this problem.” ion 

ve. cht men’s clothing, informed its told the meeting of the Super Mar- Now more than ever before, he Chamberlain Advanced 


FACTS 


expertly analyz and» =visua 


sales force in convention here ket Institute here today that super said, “advertised brands have an Charles C. Chamberlain, publicity 
yes.erday that it is going back to| market operators, located usually in opportunity of doing a real job. Manager of Jenkins Brothers, manu- 
the cooperative advertising set-up areas accessible only by car, face Over a long period of years, these |!#cturer of valves and other prod- 


effective presentatior  Sapesemee 
7 ‘ts, Bridgepor ¢ Ee ite for enectal 
vh ch was the backbone of the more problems than almost any brands have established themselves “ Bridg port, Conn., has been “ special WAR-TIMELT fold 
, ; ~ os * ; “ appointed general sales manager. 1 
on pany’s business until it was other food group. in millions of homes. They have jj, headquarters wil be at the 
iyooped last year in favor of a In the face of this difficulty, he done so by their 


maintenance of | general offices of the company, 80 

om pletely integrated advertising| said, they must offer “super-attrac- uniform top quality and a reputa-| White street, New York. 

Or am bought and paid for by the 
ifacturer. 

On the Springweave and Sunfrost 
Tropical lines the co-op plan calls 
for $l per suit, the dealer and 
Goodall each paying half, as in the 
past On the Palm Beach line a 
vercentage basis has been worked 
out. also on a 50-50 basis. On sales 
if $1,000 to $9,999 the dealer will 
be entitled to spend 4 per cent; on 
$10.000 to $24,999 sales 5 per cent; 
and above that amount, 6 per cent. 
Goodall will in each case bear half, 
the cost. 

The plan applies to a full season's 
net purchases and is applicable only 
to space in bona fida newspapers. It 
3 does not include direct mail, radio, 
x house to house circulars, shopping 
> newspapers, or other media, No 
5 extra charges for artwerk, produc- 
> tion, advertising overhead, etc., will 
S §6be allowed. 

All advertisements must be indi- 
idual Palm Beach ads, must bear 
the Palm Beach label and the word 
Koolerized, and must include one 
r more sales stories such as “22% 
cooler” — “1,600 open windows” - 
“angora mohair base.” The same 
: estrictions apply to the tropicals. 
| Goodall will also use a strong na- 


*VISUALFACTS 


2 West 46th Street, N.Y.C 


olla 


tional campaign to tie up with the 

dealer cooperative advertising. 

Ruthrauff & Ryan, Chicago, handles 
count, 


Bia 


errr sty 


pte. 


Feil be LET’S WHIP UP A LITTLE SOMETHING 


Since September 
ist, 1939 the 
ROCK ISLAND 
ARSENAL employ- 
ment (now over confidence in our methods, our policies, our abilities, our products, going by the boards? Are these 
'6,000) has in- 
reased 344% and 
the payroll, in dol- 
has advanced 


498%, 


. Nothing elaborate, you know, we have nothing to sell anyway . .” ... Nothing to sell? Are we 


going out of business after the ‘duration’? Are the years we have spent building up faith and 


fundamentals upon which all fine business relationships are built worth maintaining? ls our invest- 
ment in them worth protecting? . .. The majority seems to think they are; and the majority seems 
to consist of those with the same brand of faith, of hope, of vision and of determination that 
has made this country the wealthiest, the most prosperous, and one in which the standards of life 
and of living are higher than in any other in the world ... and the job they are doing—no matter 
what—is the best they know how to do. Rogers continues to be engravers for those who believe 


that in every situation and in all sorts of conditions the well-done job is the most effective one. 


BKocers ENGRAVING COMPANY 


ADOLPH F.BUECHELE, President + Master craftsmen of Photo-engraving 
2001 CALUMET AVENUE =: Phone CAL 4137 + CHICAGO, ILLINOIS 


NAT ONAL REPRESENTATIVES 
E ALLEN-KLAPP CO. 
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October 5, 1942 


The rates for this department are 


“Help Wanted,” “Positions 


cash with order. 


All other classifications (single insertion rates): % in., $2.75; 


$4.75 per inch. 


Wanted,” 
“Representatives Available,” 30 cents a 


as follows: 


“Representatives Wanted,” and 
line, minimun charge $1. erms 
: te 3 


REPRESENTATIVE 
Prom. Mer. largest concern 
resigning Jan. 1 to 
enting trade, business press in 
South Will make reg. trips to So 
itie What are your needs in South”? 
Box 3813, ADVERTISING AGE, Chro 


AVAILABLE 


its kind 
open office repre- 


MISCELLANEOUS 


TWO LARGE LIGHT STUDIOS FOR 
RENT 


PHONE CALLS RECEIVED 


Plaza 3-7468, 383 Madison Ave., N.Y.C 
HELP WANTED 

Young Woman Seeretary and assist- 

ant to Chicago business paper editor; 


familiar with mechanics of petting 
out a paper: proofreading; some 
writing (jive experience, references, 


salary in reply 


Box 3789, ADVERTISING AGE, Chgo. 


Assistant Advertising Manager 


Young, experienced farm or food 
copys Real opportunity with manu 
facture! of Vitamin concentrates 


Send snapshot with complete. letter 

Box 3811, VERTISING AGE, Chgo 
EXPERIENCKED TR. 
SPACK REPRESEN’ 


PENSATION TO COMMENCE 
Box 3817, ADVERTISING AGE, N. Y 


HELP WANTED 
Executive 
Office Management and Finance 
Male, over 45, to direct office person- 
nel for Chicago concern publishing 
engineering service Advertising 
agency or publishing experience’ in 
production costs and billing required. 
Must have full Knowledge federal and 


state taxes Write in detail, educa- 
tion, salary requirements, past em- 
ployment, and references All replies 


held in confidence 

Box 3814, ADVERTISING AGE, Cheo 
TECHNICAL EDITORIAL WRITER 
Trade paper publisher in Middle-West 
has opportunity for man experienced 
in tooling and production fields. Must 
be ineligible for draft 

Box 3816, ADVERTISING AGE, Chgo 


POSITIONS WANTED 
Rejected from Army until Feb. 1, for- 
mer Adv. Mer. for ANA member needs 
temporary job. Married, age 26, B.S 
in Indust. Energe. Formerly with 4A 
agency Catalogs, direct mail, media, 
ad copy, production or research 
Box 3810, ADVERTISING AGE, Chgo 

ADVERTISING SALESMAN 


30 years experience Advertising, 
Sales, Publishing, Agency Age 51 
IExeellent health For past 10° years 


have covered eastern territory for one 
publication Familiar with weneral 
and industrial accounts. Know agen 
cies, teasonable salary 


Box 3815, ADVERTISING AGE, N. Y. 


FRED W. MORGAN 


Pittsburgh, Sept. 29.—Fred W. 
Morgan, formerly prominent in 


Pittsburgh advertising circles, died 
yesterday at Greensburg, Pa., at 
the age of 65. 

A native of this city, Mr. Morgan 
for many years was directory sales 
manager of western Pennsylvania 
for the Bell Telephone Company, 
with headquarters in Pittsburgh. 
He also had served as treasurer of 
the Pittsburgh Advertising Club for 
10 years. 


OKANE J. McGILLIS 

St. Paul, Minn., Sept. 30.— 
Funeral services were held here 
today for Okane J. McGillis, general 
advertising manager of the Great 
Northern Railway and _ nationally 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicago 


207 North Michigan Ave. 


FRANKLIN 5854 e 
@eeeoeed 0 


known in railroad advertising cir- 
cles, who died at his home Sept. 27. 
He was 54. 

His first connection with the rail- 
way began in 1914 when he became 
associated with the Glacier Park 
Hotel Company, a subsidiary. He 
was promoted to the 


advertising manager. Mr. McGillis 


formerly served as president of the 


St. Paul Advertising Club and the 
Railroad Advertisers’ Association. 


‘J. L. BOESHANS 


Columbus, O., Sept. 29.—Jacob L. 
Boeshans, 72, formerly advertising 
manager of the Ohio State Journal, 
died in a hospital here following 
a heart attack. In recent years he 
has been secretary-treasurer of the 
Clark Grave Vault Company. 


| JOHN L. KEENAN 
| Rochester, N. Y., Sept. 29.—John 
L. Keenan, president of the Frank- 
lin Institute and of the J. L. Keenan 
Advertising Agency, died at his 
home here Sept. 25. He founded 
the Institute, well-known  corre- 
spondence school, later advertising 
}it throughout the nation. 


‘Sunkist Reduces 
| Ad Assessment 


| A one-cent 


| Vertising assessment on packed 


boxes of Sunkist oranges has been | 


voted by directors of the California 
| Fruit Growers Exchange. The new 
levy, six cents instead of seven, will 
raise nearly the same advertising 
budget because of increased volume 
of shipments through gain in ex- 
| change membership. 

A refund of approximately $300,- 
000 from the 1941-42 advertising 
budget will be distributed to ex- 
change growers at the close of the 
fiscal year in October, according to 
Russell Z. Eller, advertising man- 
ager. Except for unavoidable cur- 
tailment due to wartime conditions, 
all present advertising activities, in- 
cluding dealer service, will be con- 
tinued. 


HATS WHAT IN BOSTC 


WCOP - REPRESENTED by 
HEADLEY-REED CO. 


WCOP has been selected in Boston as a key 
© station in the Atlantic Coast Network 


MONTREAL 


TORONTO 


WINNIPEG 


passenger | 
department and in 1929 was named | 


reduction in the ad- | 


‘Mutual to Air 
Radio's First 
Wine Net Show 


New York, Sept. 30.—The first 
national network program ever to 


Four Plants Awarded 
Army-Navy ‘E’ 

Munsingwear, Inc., Minneapolis; 
Higgins Industries, New Orleans; 


Norman Green Heads 


Golfers Association 
Norman C. Green, Western n 


ager 


of Crowell-Collier Publis} 


the East Moline plant of American | Company, Chicago, has been ele 
Machine and Metals, East Moline, | president of the Western Adve: 
ing Golfers Association for the | 


Ill.; and Marchant Calculating Com- 
pany, Oakland, Cal., have been 


season. 
be sponsored by a wine account will | awarded the Army-Navy “E” for Chicago 


He succeeds Mac Ha: 
agency president, 


be launched over the Mutual Broad- | high achievement in production of | served through a highly-succe 11 


' casting System starting Oct. 14, 
when Schenley Distillers Corpora- 
tion’s “Cresta Blanca Carnival” will 
get under way for its Cresta Blanca 
wines. 


Introduction Difficult 


will mark the first time in radio 
that the name of a company asso- 
ciated in the public’s mind with the 
manufacture of hard liquors will be 
plugged in commercials. It was 
indicated in network circles today 
that Schenley’s insistence that the 
program be introduced with the 


words, “Schenley Distillers Cor- 
poration presents .. .”’ provided one 
of the initial stumbling blocks in 


placing the Cresta Blanca show. 

“Cresta Blanca Carnival,” fea- 
turing Jack Pearl and Morton 
Gould’s orchestra, will be aired over 
63 Mutual stations on Wednesdays 
from 9:15 to 10 p. m., EWT. Wil- 
liam H. Weintraub Company is the 
agency. 


war materials. |year. The '42 season closed § 
Higgins Industries, builder of tor-| 25 with a war bond and st 
pedo boats and other war craft,| tournament, featuring prizes 


used the entire facilities of the Blue | bonds and stamps. 


Network, comprising 128 stations, | 


O 


ther new officers are: Ist — 


for a half-hour period Sept. 13 to| president, R. K. MacDougal, Nw, 


| broadcast the 
| monies. 


presentation 


tember, October 


cere- | Ayer 
Announcement of the “E” | Herbert 
In addition, the new MBS show | award is also being carried in Sep- | Organization; secretary, L. E. M: 


and November | International Cellucotton Prod ot. 


& Son; 2nd 
H.. Beck, 


vice-presic nt. 
Rodney B: ne 


lissues of 13. national magazines. Company; and __ treasurer, , 
Bauerlein, Inc., New Orleans, is the Blocki, Jr., John Blair & Co. D ; 
Higgins agency. tors, besides Mr. Harlan, inc] 


John Lucas & Co., Philadelphia, 
|has been awarded the Maritime 
Eagle, for producing maritime spec- 
ification finishes satisfactorily. The 
company is the first U. S. paint 
manufacturer to be given this honor. 


‘Lynch to Carroll 


Frank X. Lynch has joined the 
sales staff of Dan A. Carroll, New 
| York, publisher’s representative. 
| Mr. Lynch, formerly a salesman in 
the New York office of the Phila- 
delphia Public Ledger, succeeds 
Charles M. Fairbanks, who has 
| resigned to enter the Army. 


Harry V. Lytle, Jr., Parade Pu »li- 


| cati 


on: F. E. Crawford, Jr.; L 


| Maxwell, Roche, Williams & ( An 
nyngham; DeWitt S. Dodson, Cv + 


|Publishing Company; Ralph H “te 
|sing, The Caples Company; H R 


| Van Gunten, Lord & Thomas; (| ‘to 


R. 


Stadelman, Needham, Lou {& 


Brorby; and W. T. White, Wieb: 
Department Stores. 


Skinner Joins Ayer 

George D. Skinner, formerly © th 
Albert Frank-Guenther Law, as 
joined the public relations staf of 
N. W. Ayer & Son, New York. 


up-to-date 


their finger tips. 


ciated by advertisers 


edition: 


America, from 


shifts of industrial buy 


ERE’S news of interest to every indus- 
trial advertiser and every advertising 
agency handling industrial accounts. The 
appearance of the 1943 edition of the busi- 


ness publications edition of the Market ers, 


sands of advertisers and agency executives 2. 
information on 
media, and will enable them to plan their 
advertising and sales promotion campaigns 


for 1943 with complete reference data at 


The Market Data Book is a three-way 
service which is constantly employed = in 
studying markets, establishing sales pro- 


grams and mapping out advertising plans. 


selecting the best media for advertising. 
the Market Data Book is a helper and 


time-saver whose worth has been appre- 


since the first issue appeared in 1921. 


is what you will find in the 400-page 1943 


1. A complete statistical analysis of the 
leading business and industrial markets of 
Abrasives 
time changes are reflected in new figures 


on industrial production, plant expansions, 


Tho 1943 Edition of. the 


Will Be Published 


ete, 


Data Book on October 25 will give thou- 


’ 


markets and 


circulations. 


or broadened markets. Governmental faci- 
and figures are supplemented with many 
special studies and with information drawn 


from trade associations, business publi-!i- 


A complete list of all business pulbli- 
cations in the United States and Canada. 
classified by trades and industries. These 
publication listings include not merely the 


names and addresses of publications. but 


broken down vocational!y. 


advertising rates, mechanical requirements 


In deciding where to advertise and = in 


and agencies ever 


and agency discounts. The publication di- 
rectory service offered by the Market Data 
Book is alone a tremendous time-saver in 


studying media. 


3. More than 125 pages of media «ila. 
in which industrial and business pul ia 
tions present factual information reg «rd: 
ing their market coverage, editorial «nd 
advertising services, evidence of adv: :ti~ 


ing results and all of the other sp. itv 


information which buyers of space ius! 


have in selecting the media best suite tor 


to Zine. War- 


facts 


ing power and new 


regarding 


their specific needs. These publicatior are 
filing their reference data in the Vi rhe! 
Data Book so that advertisers and age «ir 


may have constantly available the —«-" 


the services ava ible 


through their advertising pages a — all 


ie Z 


nd able a 
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Private Lines 


ra Jules Verne type of preview 
oe building and home furnish- 


né ndustry after the war, get a 
cop of the September issue of 
Arc itectural Forum and read the 
‘N House 194X” feature. Here 


is g entrancing suggestion of what 


the uture may hold for the build- 
ing. plumbing and heating, furni- 
ture home furnishings and acces- 
sor fields. 


Ss successful have been the over- 
seas morale tours of Al Jolson and 
the entertainers that the Army is 
con: dering sending such commer- 
dio stars as Bob Hope, Bing 

and Jack Benny to camps 
n tho British Isles, Iceland, Alaska, 


and other remote bases. The com-| 
merc.al programs would continue 
from this country, with the voices 


of t stars cut in from overseas. 


A revolution in post-war styling 
; assured by the WPB’s latest “dor- 


mal scrap drive. 

scrap heap will be all dies that have 
not been used “for the last three 
months, or will not be used in the 
next three.’ Thus scrapped will be 
the dies that produced the 1942 


Added to the’ 


motor cars, refrigerators, bicycles 
and other durable goods—dies that 
must be replaced with new ones be- 
fore post-war civilian production 
can begin. 


A nationwide census by scientific 
sample before the end of 1942 is a 
distinct possibility. The Bureau of 
the Census has blueprints for a five 
per cent sample of all cities above 
100,000 population that could begin 
producing results in 30 days, give a 
true national picture in most details 
within 90 to 120 days. Such a cen- 
sus taken now, advocates say, would 


give an accurate picture of man- 
power problems, settle definitely 
some of the heated questions on 


selective service, and measure effec- 
tively the available pool of women 
workers. Cost, estimated at three 
|}and one half million dollars, is con- 


| sidered small, in light of war ex- 
penditures. 

Printers to Meet 

| Printers National Association, 


organization of employers of union 
| printing trades labor, will meet at 
|the Edgewater Beach Hotel, Chi- 
|eugo, Oct. 16-17. 


Cigaret Makers 
Deny Allegations 
in FIC Complaint 


Washington, D. C., Oct. 2.—Philip 
Morris & Co. and R. J. Reynolds 
Tobacco Company this week filed 
answers to the Federal Trade Com- 
mission complaint charging the two 
cigaret manufacturers with 
and misleading advertising 
denied the allegations in the 
plaints 

Philip 
FTC complaint 


false 
Both 
com- 
Morris declared that the 
does not correctly 
state the substance of the claims 
made by the cigaret manufacturer 
for its products in its advertising, 
and asserted also that the purported 
partial quotations by the FTC from 


scientific research 
results of such 
truthfully and appropriately adver- 
tised. 

The answer also reveals that rep- 
resentatives of Philip Morris at- 
tended a hearing before a special 
board of investigation of the FTC 
in June, 1936, at which time the 
cigaret manufacturers advertising 
was thoroughly discussed. “After 
a complete discussion at that time,” 
the company “the conference 
adjourned with the understanding 
that if the FTC found any basis 
for complaint, Philip Morris & Co 
could anticipate reasonably prompt 


and that the 


Savs, 


notice of the Commission's views. 
Since the date of this conference 
Philip Morris & Co.’s advertising 
hus been based upon the above 


mentioned scientific research.” 


Reynolds Defends Copy 


R. J 


Reynolds Tobacco Company 
stoutly 


defended both its use ot 


its advertising without the full text | testimonials and “scientific” founda- 


thereof are misleading. 
Reiterates Claims 


The answer reiterates that Philip 
Morris cigarets contain a different 
hygroscopic agent from other lead- 
ing brands, that use of this agent 
renders the smoke from their cigar- 
ets irritating, that these con- 
clusions have been established by 


less 


ARKET DATA BooK 


October 25! 


Tame 


able and important addition to 


torial material. 


The Market Data Book will be sent to 
every subseriber of Industrial Marketing. 
of which it is a part. It will repay its cost 


many times over through the speed and 


accuracy with which it will supply 


information to industrial advertising and 


marketing executives. If you 


already a subseriber to Industrial Market- 
ing. send your order for a year’s subserip- 
tion at $2 now, and make sure of receiving 
this unique and indispensable reference 


book immediately after publication 


9-< 


~). 


October 


* 


THe Market Data Book 


the edi- 


> 
essential 


are not 


Published by Industrial Marketing 


NEW LOS ANGELES 
0 Ww pages CHICAGO Simpson-Reilly, Ltd. 
-QnosT. 100 E. OHIO ST. GARFIELD BUILDING 


SAN FRANCISCO 
Simpson-Reilly Ltd. 
RUSS BUILDING 


tion for such claims as those that 
Camel cigarets “aid digestion,” 
“give a lift,” “are always gentle to 
the throat,” and are “soothing to the 
nerves” in its answer filed with the 
FTC this week. 

The company pointed out the care 
it has exercised for a number of 
years to avoid accepting testimonials 
on “the writer’s unsupported state- 
ments,” employing outside sources 


|} to ascertain that testimonialists are 


in fact users of Camels. 
The answer denied allegations of 


misrepresentation in the use of 
actors to simulate the voices of 
testimonialists over the radio. Many 


of the allegations made in the FTC 
complaint, Reynolds insisted, had 
not been the subject of regular cam- 
paigns since 1937 or 1938. The ad- 
vertiser refused to repudiate them, 
however, when an opportunity to 
stipulate that they were “false and 
misleading” was offered by the FTC 
last spring 


Ask Majority Interpretation 


The answer drew particular issue 
with the FTC thesis that the use of 
the term “costlier 
that the makers 


tobaccos” implied 


ot 


Camels pur- 
chased “all the choice lots of to- 
bacco,” and “don't bother with the 
cheap grades.” 

Representatives of R. J. Reynolds 
pointed out their belief that the 
FTC should abide by the conclu- 


sions drawn by the larger part of 
the public as to the meaning of ad- 
vertising claims, and_ not 
drawn by a small minority 


those 


‘LAB TESTS’ HIT IN 
PHILIP MORRIS COPY 
New York, Sept. 29 
none-too-subtle glance in the direc- 
tion of Old Gold and its phenome- 
nally successful Reader's Digest 
promotion, Philip Morris & Co. to- 
day released new campaign in 
newspapers throughout the country 
emphasizing “safer smoking” with 
Philip Morris, backed up by reports 
“by doctors to doctors in top-rank- 
ing medical journals. . 


research have been | 


With a| 


|tory ‘analyses’—but a report on 
actual men and women smokers.” 
Insertions, ranging in size from 
600 lines to full pages, will appear 
weekly in 160 papers in 125 markets, 


YOURE SAFER SMOKING 
PHILIP MORRIS! 


Scientifically proved less irritating for the nose and throat! 


America's FINEST Cigarette 


during the next three months. Philip 
Morris’ three network radio shows 
and heavy magazine schedule are 
also taking up the new theme. Biow 
Company directs the account. 


Grinnell Named Head 


of Shopping Papers 
Flint Grinnell, general manager 
of the “Chicago Downtown Shop- 


ping News,” was elected president 
of the National Advertising News- 
paper Association at the organiza- 
tion’s annual meeting in Chicago. 


W. B. Clum of the “Los Angeles 
Down Town Shopping News” and 
W. N. Freeman of the “Washington 


Shopping News” were elected vice- 


presidents of the group, which is 
comprised of merchant-owned or 
controlled shopping newspapers. 


Louis J. Graft of the “Dayton Shop- 
ping News” was reelected secre- 
tary. Members said business during 
the past year was satisfactory and 
that they were optimistic about the 
future outlook. 


In Cleveland 
THE HOLLENDEN 


In Columbus 
THE NEIL HOUSE 


In Akron 
THE MAYFLOWER 


In Lancaster, O. 
THE LANCASTER 


In Corning, N. Y. 
THE BARON STEUBEN 
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McCoy, Babb Advanced; 


Haworth Joins Ayer 

H. G. McCoy and J. Vance Babb 
have been named associate directors 
of the public relations department 
of N. W. Ayer & Son. Mr. McCoy 
is in the Philadelphia office and Mr. 
Babb is in New York. 

William G. Haworth, who has had 
his own public relations business 
for the past six years, has joined 
the agency’s public relations staff. 
Mr. Haworth formerly was with 
Earle Ferris and prior to that with 
King Features. 


Joins ‘American Mercury’ 

R. A. Feldon, formerly advertis- 
ing manager of Liberty, has joined 
The American Mercury. 


COMPLETELY AIR CONDITIONED 
«RATES FROM $3.00. 


Gloomy Future 
Seen for Many 
U. 5. Retailers 


Washington, D. C., Oct. 1.—Pre- 
dictions that the nation’s civilian 
population must tighten its belt to 
1932 depression levels, and that 
nearly one-sixth of the country’s 
retailers would become war casual- 
ties during the coming year high- 
lighted the Senate small business 
committee's investigation of the out- 
look for the small distributive 
trades, which opened this week. 

Wayne Chatfield Taylor, Under 
Secretary of Commerce, opened the 
hearings Tuesday with the predic- 
tion that approximately 300,000 
retailers, chiefly among the smaller 
units, would fold during 1943. Mr. 
'Taylor stressed that large numbers 
| of these retailers would find other 


ADVERTISING AGE 


places in the war economy, but 
| emphasized 


the need for some 
orderly program of liquidation to 
enable these firms to return to busi- 
ness after the war. 

Sen. James M. Mead, a member 
of the committee, pointed out that 
the casualties among retailers and 
wholesalers, as well as_ those 
among small manufacturers in “con- 
centrated” industries, would have a 
serious effect on the fortunes of | 
advertising agencies, small and! 
large community newspapers, radio 
stations and other media. 

Louis J. Paridiso, principal busi- 
ness analyst of the division of | 
research and statistics of the Bureau 
of Foreign and Domestic Commerce, 
estimated that more than half a 
million of the country’s retailers 
are in lines that must decline as the | 
war program expands. Through a 
series of charts he demonstrated 
that only eating places, drinking | 
places, farmers’ supply stores and | 
grocery and combination food stores 
can expect increases during the 
coming year. Lines effecting virtu- 


ally no change, according to Mr. 
Paridiso, will be drug stores, other 
food stores, country general stores 
and liquor stores. 

Practically all other retail lines 
may expect declines of at least 10 
per cent from 1942, he said. Most 
serious casualties will be among the 
household appliance and radio lines, 
78 per cent reduction in volume; 
hardware stores, 50 per cent; and 
heating, plumbing, paint and elec- 
trical stores, 50 per cent. 

WPB Chairman Donald M. Nelson 
Wednesday proposed the creation 
of a war liabilities adjustment board 
to facilitate the use of all produc- 
tive facilities during the war period 
and to assure small business enter- 
prises an opportunity to re-enter a 
competitive economy after victory. 

Elmer Davis, director of the 
Office of War Information, today 
summarized a survey showing that 
retailers in all lines were being 
hampered in their fight for survival 
by their confusion over the host of 
rules fired at them by the OPA and 
other agencies, concluding that they 


TUNE IN 
THE CLEVELAND ORCHESTRA 
Saturdays, 5:00-6:00 P. M., EW. T. 


WGAR AND STATIONS OF 
THE COLUMBIA BROADCASTING SYSTEM 


Dedicated to the Four Freedoms 


, 
i 
# 


Encore... from Cleveland 


From Maine to Melbourne, from London to Lima 


.... people around the globe listened to last season’s 


world-wide broadcasts by Dr. Artur Rodzinski and 


the 


for more. 


So it is that WGAR, 


celebrated Cleve 


.and asked 


land Orchestra. . 


which underwrote those con- 


certs, announces a second series of special radio 


performances by this internationally famous sym- 


phonic organization, Beginning October 24th, there 


will be a full-hour broadcast each Saturday, origi- 


nated by WGAR for 


Columbia stations from coast 


to coast and for short wave throughout the world. 


BASIC 


STATION...COLUMBIA 


oe 


Perhaps the philosophy of American Radio seems 


strange to some. For instance, we have been asked 


what it gains a single radio station to back such a 


venture. Perhaps the answer 


WGAR have in doing the 


is in the pride we at 


job well...and_ the 


responsibility we feel in living up to such honors 


as our Variety Award for Showmanagement and 


our Peabody 


BROADCASTING 


SYSTEM 


G. A. Richards, President...John F. Patt, Vice President and General Manager 


\ward for Distinguished Service. 


Edward Petry & Company, Inc. 


National Representative 


October 5, 


— 


are ready to make sacrifices, bu: 
“critical of the government met 
involved in the imposition 
them of those sacrifices.” 


FRILLS ARE ON WAY OUT 
Washington, D. C., Oct. 1.—Ni)», 
than 50 retailers representing a)| 
major lines today presented th, 
OPA with suggestions for el »)- 
nating “frills” and luxury ser) «e, 
las a wartime step. 
| Although specific proposals otf 
|two-day conference called by | 0 
| Henderson will not be made p 
until they have been studied 
both the OPA and retailers, ac jo; 
will probably take the forn 
jamendments to the general m xi- 


se 


imum price regulation law. ry 
|committees were appointed to « jn- 
'sider limitations on _  delive es 
|store hours, customer returns, -x- 
changes, adjustment, sales on p- 
|proval, lay-aways, “will cll” 


|orders, gift wrapping, special d: 
rations and special sales promo on 
activities. 

The OPA specifically exclu ‘ed 
advertising from the discussior 


Bank Advertises New 


Monday Night Hours 
on Monday 


Capitalizing n zhi 
| Shopping hours offered by Chic 
| Loop stores to busy war workers 
|the Industrial National Bank ot 
Chicago last week used space vi ry- 
ing from 360 lines downward t 
announce that it would remain oer 


| Monday evenings until 9 p. m. 
Copy called attention to both the 

| services offered at the Loop inst:tu- 

tion and to telephone facilities 

available for those unable to : 
| the bank personally. The bank i 
|the first downtown institution t 
|extend Monday banking hours, 

though outlying banks follow 
| practice of remaining open on viri- 
fous nights. Aubrey, Moore 
| Wallace directs the account. 


Talks to Advertisers 


| Gordon Gaskill, youthful Nea 
East correspondent for the Amuvri- 
|}can Magazine, will start a speaking 
j}tour through the Middle Wes: 
|Oct. 5, speaking to adverti 


re 
ip 


: | clubs and smaller groups of adver- 


| tising men. 

| In addition to private luncheons 
land dinners in Akron, Cincinnat 
| Louisville, St. Louis and Milwaukee 


ihe will appear under sponsorshij 
lof the Cleveland Advertising Clul 
Oct. 6, the Northwest Associatior 
of Advertising Agencies and _ the 


Minneapolis Advertising Club (ct 
| 14, and the Chicago Federated Ad- 
| vertising Club Oct. 16. 


| qnemmeeneeneesen - 
Kidd Advanced 

Bob Lee Kidd, Jr., assistant man- 
ager of the Review-Courier, Alva 
Okla., has been named _= genera 
| manager, following the resignatior 
of publisher Robert J. McBrinn 
| who has entered the Army to pre- 
pare for officers’ training. 


Moves Chicago Office 


The Chicago office of Sporting 
Goods Dealer and Sporting News 
St. Louis, has moved from 100 E 
Ohio street to 549 W. Randcolpl 
street. Fred E. Owens is Chicag 
representative. 


et 
aw 
se 
gn 
Th at 


& COMPANY 


| 0 
| NATIONAL RADIO STATION REPRES. \T* 


rives 


iae 


ei a > 


etiam, 


A new | 
for cons 
made fr 


Formatior 
'Glo se 

tackle +i, 
Youglas ‘ 
ead: ar 
OWI: (5: 
oMMitte 
hief of 


a a |_| ee a a Octo’ 
4 a n C 
a ; aS 
a aes ' - oie hotel 
RRS» Iennox 
. PLACE \ > 
. 10 = —— 
ae EAT \ 
IN \3 7 * 
; SD aL NS 
A tl ee TS 
. . - ” . : + 
a if , pore eR Be /- % _ mm 
4 ei P 2 . ’ -* “3 eS vs at \ essent 
a 4 . = % a , Biel 2 Py, . 4 
i cd 2 » y aN 4 : 
— fi : : Be ~ | . , ey i 
ae - r 4 3 * i i y 7 4 1 
: “ Pw, wm ‘ ‘ 

be a >. ; 4 eS ee... Sey’ | J A ¢ 
et, i , . : i pm. F. 7 ae ae . * 

a Stas P e . tee 2 7 / ae 

a: 2 ean or 
- aes er , rai  & Re a ‘American’ Correspondent 
_, & £ “i ol A. % i ma of ° ae ,, inal a a. aah eee 
% - i ei i a Ste ei, 5 : | 
= 7 : A il ae ee a ee ra ae - 
e. ie a. = eit ae - m/f ," 
a — Ff —  . 7 ae) re es. ad 
EE -— Ff i. , alt a aS oe 
~ aa ‘ . -* 

"3 E: oar : 5 
. 2 \ 
. ie ~ 
2 : " ee : 

a | 
: 
- | 

a i 
gags i‘ eT | = ’ 

: a ee = ee @ ¢ 
: ie 0 od 
| | \T PAYS 1 

: ee ee ADVERTIS 
i. a, a gn THE 
i es 7 ’ 
es ae 

Phe a 
= a | 
2 a oe ™* hye with | 
. = Di== WwW wo hn 4 

' = ae y < yi solanl spots! = 

z RADIO xa \ 
es “ e y reine ae . a 
. NE TET, : J 

ex i ) — a | 
- “ ‘4 | E> — 
a Ss ME ne. es 86h PO on n 
: % 

3 ee es ee ©: 
% Meserve 
a 
3 ae 
et RATE at Rone GSRE ARBRE ay ere He ere SORA aia dies on ah rect ie Dera cat Oe oma I ck ie. UR en 


ae ea ae ye ip, ey ¥ ? oo secs Be ey Sy Sea a 


October 5, 1942 ADVERTISING AGE 


Fn er ae eansentas ran Remi noeeaednnaantnaaiel — ne a 


PHOTOGRAPHIC REVIEW 
pnd tpn Md 
WEEK 


CHECKS DISPLAY 


The final peacetime products to come off Crosley Corp. production lines, a 
Shelvador refrigerator and radio-phonograph combination receiver, are featured 
in this itinerant display built for distributors and dealers throughout the U. S. 


SOUTHERN PUBLISHERS DISCUSS PROBLEMS 


mn 


Specteculars on Broadway are blacked out for the duration but Douglas Leigh has 

come forward with a two-dimension daylight sign using plywood instead of war- 

essential metals. The painted sign for Schaefer's beer employs 3,000 square feet 
on two sides of Loew's Mayfair theater at Broadway and 47th street. 


PACKAGE DOES DOUBLE DUTY 


5 
g 
% 


CE SEE null | OF Paul Kesse, Hollywood photographer 
N A B | Ss Cc Brat! ie nd > ~z bal who made the natural color illustration 


> ~~ for the current Kolynos tooth powder 
ioo* ie ~®S, window display, compares the finished 


product with the model who posed for In this group at the Southern Newspaper Publishers Association meeting at Hot 


s : ; 
ee x Ng » d ) the point-of-sale display. Springs, Ark., last week are Harry B. Bradley, Birmingham News and Age-Herald; 
j 


ee ae 


Walter Johnson, secretary-manager of the SNPA; Jack Langhorne, Huntsville 


Times; C. B. Short, Roanoke Times and World News; and James F. Chappell, 


“3 : hy FLAG PACKAGE Birmingham News and Age-Herald. 


Mt DOUBLE 


MILLED 


tit lena. 


A new Nabisco 100 per cent bran carton repeats the front panel on the back, 
uy for consumer recognition, and features for the first time a plate of bran muffins 
made from the recipe at the lower left. The product will be advertised exten- 
sively in October national magazines. 


AT OWI-RADIO-AGENCY PARLEYS 


y Ppt AM ade ag 


Hinde & Dauch Paper Co. produced this 
package for the ‘Flag in Every Home’ 


Committee, New York. The corrugated Left to right, in this group at the SNPA meeting are C. E. Palmer, Southern: 
box is die-cut to hold the staffhead of Newspapers, Inc.; John A. Brice, Atlanta Journal; Col. Riordan Williamson, 
the flag in place. U.S.A.; and John D. Ewing, Shreveport Times. (Story on Pages |, 4.) 


FLOWER PREMIUMS FLOURISH—IN NATIONAL MAGAZINES 


SWEETIEART GLORY 


PLANT BALL 


Yours for only Sis» 
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Treet 


r< 


“ormation of a mew Chicago advisory group was announced recently after OW! 
"30 seci on officials, network heads and agency men met at WGN studios to 
tactle tin» allocation problems. Among the group were (seated, left to right) 
“ouglas W. Meservey, OW! deputy radio chief; William B. Lewis, OWI! radio 
Nad; and R. Jack Scott, chairman of the Chicago advertising council for the 
vm; [stending) Frank P. Schreiber, WGN manager; Kay Kyser, OW! talent 
emmitte: chairman; Nat Wolff, OWI deputy radio chief; Seymour Morris, OW! 

ef of cations; Leo Burnett, council member; and Lt. Holman Faust, USNR. 

in charge of radio for the Ninth Naval district. 
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1- Current copy of two of the major manufacturers now featuring flower offers are shown here, the Lux advertisement appear- 
——_ ing in This Week Magazine and Armour's in The American Weekly. Procter & Gamble and Colgate-Palmolive-Peet Co. also 
£5 similar sectional meeting in Hollywood were (left to right) Don are appealing to garden lovers, with magazines, newspapers and radio sharing in the campaigns (Advertising Age, Sept % 
rariv & Thomas: Edward Smalley, BBDO; Mr. Wolff, Mr. Morris and Mr. 7). Armour & Co., @ consistent user of flower deals, promoted Treet last spring with a lilac butterfly bush. J. Walter t 
and Sidney N. Strotz, vice-president of NBC's Western division. Thompson Co. directs the Lux account. Lord & Thomas is the Armour agency. 
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Booming business gives Arizona such a favorable 
balance that it strides forward with the leaders of the 
nation! Now Uncle Sam reveals that Arizona ranks 
l0th among the states in percentage of increase of 
individual income taxes paid (fiscal-1942 over fiscal- 
1941). * * * In the Twelfth Federal Reserve Bank 
District Arizona leads in Department Store sales for the 
first eight months of 1942—a gain almost EIGHT times 
greater than the total gain for the entire district. * * * 
Such increases indicate growing population. Notably 
Phoenix, Arizona, with 35% more residents than 10 
years ago (U. S. 1940 census). As the second largest 
Army Air Corps Training center this “gold nugget of 
western markets’ will maintain its pre-eminence for 


years to come. It offers opportunities to those who know 
that if you want to make sales (or retain good-will), 
\ advertise where sales are being made . 
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“wie . now in 42. 


i tx 
Repybuc--Gazerte | 


BOB HALL, National Advertising Manager 
Representatives—Williams, Lawrence G Cresmer Co. 


{Aujrizona hee te “enue 


geologically speaking, plus 
the spendable kind. One of the 
former, for instance, weighing 
more than 2,000,000 pounds and 
as big as a house, sets on a space 
no larger than the desk in your of - 
fice—in perfect balance, swaying 
gently in the breeze. 


It’s a breeze to get a perfect 
balance on your advertising in 
Arizona, too. Available to fit into 
your plans are two tested media 
** Phoenix Republic and 
Gazette, largest morning and 
evening circulation in its history, 
66,168 * * KTAR, 5,000 watts 
day and night, now in its 21st 
year of public service. 


DICK LEWIS, General Manager 
Representatives—Paul H. Raymer Company 
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